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Rough Proofs 


Gladys the beautiful receptionist 
says that regardless of the weather, 
summer must be here, the organ- 
grinders and the Good Humor men 
are around again. 
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Ev Smith says that workers re- 
gard “capital,” “labor,” “profits” 
as “naughty words.” But “losses” 
might be even naughtier both for 
workers and business men. 
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American. Locomotive talks 
about new engines “that can haul 
fast freights one day, crack pas- 
senger trains the next, and do a 
bang-up job on both.” 

Lots of fun for everybody ex- 
cept the customers, huh? 


ill al. 


General Photo Products offers 
a remarkable device that will 
make exact copies of anything and 
equires no focussing. 

It’s so good it may use a little 
hocus-pocussing. 
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“Mutual understanding should 
characterize the relations of broad- 
casters and publishers,” says NAB 
President Ryan, and. that’s all 
right with Ed Kobak, too. 
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Thurman Arnold had a lot of 
fun writing that Esquire opinion 
and toying with the problem of 
when if ever an undressed lady 
becomes obscene. 

Like most people, he’s willing 
to give her the benefit of the 
doubt. 
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“Daddy, what’s an Elk?” plain- 
tively inquires the little boy in 
the adi, 

Why, son, that’s a fellow called 
Fibber McGee who just loves to 
shoot a game of Kelly pool. 
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According to that Cleveland 
Press chart on Ohio liquor sales, 
lovers of Scotch who got only a 
taste back in 1940 are now having 
to content themselves with a smell. 
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“Atlantic City in ‘Half Off’ Bid 
to Honeymooners.” — Headline in 
ADVERTISING AGE. 

Considering what happens to 
Miss America and her pals, that’s 
being very conservative. 
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The Department of Commerce 
of New York State is dropping the 
slogan, “We have everything,” be- 
Cause there are no volcanoes and 
Such in the Empire State. Don’t 
let that worry you—Fiorella La- 


~ 


ruardia is still erupting. 
-_ = v 
. young advertising man runs 
a ‘lind ad in which he offers to 
“g> anywhere for $7,500.” 
. lot of the boys have done it 
considerably less. 
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efore you get too indignant 
the idea of French employes 
’. S. agencies in Paris acting as 
iborationists, just remember 
a collaborationist may have 

n a fellow who had the choice 

veen doing what he was told 
being shot at sunrise. 
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AM is taking over the adver- 
ng functions of NIIC, and its 
nds hope it won’t consider re- 
ng those justly unpopular 
ters announcing, “What Helps 
iness Helps You.” 

Copy Cus. 


Court Overrules 

Post Office Plea 

in ‘Esquire’ Case 
Arnold Hits Walker's 


Claims; Congress 
May Consider Issue 


Washington, June 5.—Insisting 
that mail rates “must not discrimi- 
nate between competing businesses 
of the same kind,” the Circuit 
Court of Appeals yesterday made 
short work of the Post Office De- 
partment’s famous action to de- 
prive Esquire magazine of its sec- 
ond class mail privilege. 

Brought as a precedent by Post- 
master General Frank C. Walker 
late in 1943, the Esquire action was 
designed to establish the notion 


| publications which he judged to be 
|“originated and published for the 
|dissemination of information of a 
| public character or devoted to lit- 
erature, the sciences, arts or some 
special industry.” 


Arnold Assails Claims 


The acid pen of former trust 
buster Thurman Arnold dissolved 
the government’s case with the ob- 
servation that “the Postmaster 
General appears to think of his du- 
ties and the state, not as adminis- 
tration of non-discriminatory rates 
for a public service, but as anal- 
ogous to the award of the Navy E 
for industrial contributions to the 
war.” 

Justice Arnold coldly disallowed 
Mr. Walker’s argument that publi- 
cations are “under a positive duty 
to contribute to the public good” in 
return for “these unique mailing 
privileges,” declaring it is “incon- 
ceivable” that Congress intended 
to delegate to any administrative 
official ‘“‘the power first to deter- 
mine what is good for the public 
to read and then to force compli- 
ance with his ideas by putting ed- 
itors who do not follow them at a 
competitive disadvantage.” 


Not ‘Special Privilege’ 


“Mail service is not a _ special 
privilege,’ Justice Arnold points 
out. “It is a highway over which 
all business must travel. The rates 
charged on this highway must not 
discriminate between competing 
businesses of the same kind.” 

In the decision written in behalf 
of Justices Miller and Edgerton, as 
well as himself, Justice Arnold 
contended that “Congress estab- 
lished the second class mail privi- 
lege because it believed that peri- 
odicals which disseminate public 
information, literature, art or 
science deserved to be encouraged 
on account of their contribution as 
a class to the public good. 

“But the American way of ob- 

(Continued on Page 66) 
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Voice of the Advertiser 


(BLANK) BRAND U. S. GRADE B EXTRA STANDARD TOMATOES 


DESCRIPTION 
Size No. 214 1 Ib. 12 oz. 
314 cups 4-6 servings 
Minimum drained weight 58% 


that the Postmaster General should 
grant second class rates only to} 


Grading score 75-90 points 


U. $. GRADE B EXTRA STANDARD 
tomatoes are prepared from ripe tomatoes of fairly good red color; 
packed in whole or in part of large pieces; with normal tomato flavor. 


INFORMATION 
USF these tomatoes for casseroles, scalloped, or in combination with meat, 
fish, fowl, seafood, eggs, scrambled and omelets, and with other vegetables; 
pies, savories, or stewed. The remaining juice may be used in aspic, bev- 
erages, flavoring in sauces, sherbets, and molded salads. U. S$. Grades A an! 
C while practically the same nutritionally, have different recipe uses. 


PREPARATION: Retain Vitamin C content by not over-cooking; and hy 
storing unused portions, covered, in the refrigerator. 
Packed Under 
Continuous Inspection of U.S. Dept. of Agriculture by 


(BLANK) PACKING COMPANY 
City, State, U.S.A. 
MEMBER OF U. S. INSPECTED FOODS EDUCATIONAL SERVICE 


Copyright 1945 by U. S. Inspected 
Foods Educational Service 


STECHE® TRAUNG HOCH ALY. D 


INFORMATIVE—U. S. Inspected Foods Educational Bureau has copyrighted 

this standard label shield, containing both grade and informative information, 
for use by its members. Shown above is a Grade B label, for which a red 
border is used, while blue is used for A and green for C. Note particularly 
the underlined sentence, which appears on all three labels: “U. S. Grades 
A and C while practically the same nutritionally, have different recipe uses.” 


Crosley Seeks 10% |Food Canners fo 


{ Refrigerator, | 
Radio Volume Use New Consumer 
Information Label 


Cincinnati, June 7—Crosley 
Corporation intends to gain 10% | 
of the nation’s business in both | 
radio and refrigerator sales, R. C. 

New York, June 8—A new 

‘consumer information panel adap- 

itable to the labels of canned 

fruit and vegetable products of 


Cosgrove, vice-president and gen- 
eral manager of Crosley’s manu- 
facturing division, told regional 
sales and merchandising execu- 


tives at a “post V-E Day” confer- 
ence here this week. 

This would mean a production 
of about $50,000,000, or nearly 


its members will be announced 
next week by the U. S. Inspected 
|Foods Educational Service. 


| The new panels for labels section, 


|double the company’s best prewar designed to provide more adequate 
‘total of $27,000,000, Mr. Cosgrove |information for the consumer at 
\explained. In 1944, Crosley’s war|the point of sale, is a moderniza- 
output totaled more than $98,-|tion of the service’s 1942 “x-ray” 
000,000. | type recommendation for canned 
To help achieve the rew peace-| products which are _ voluntarily 
(Continued on Page 65) (Continued on Page 65) 


Last Minute News Flashes 


Calvert Series Stresses Brand Importance 

New York, June 8.—Calvert Distillers Corporation is launching a 
series of six ads in about 20 newspapers of larger cities through 
Lennen & Mitchell on the importance of maintaining brand reputa- 
| tions and the quality of advertised brands in wartime. In one inser- 
tion, Calvert will salute Wm. Wrigley Jr. Company for its refusal to 
use inferior ingredients in its regular products. 


Gas Association Raises $1,400,000 Ad Budget 

New York, June 8.—American Gas Association has raised $150,000 
from appliance manufacturers, increasing its annual budget for adver- 
tising, promotion and research to $1,400,000 for the year starting next 
Oct. 1. About $700,000 will be spent for eonsumer advertising through 
McCann-Erickson, New York, and $100,000 for industrial advertising 
through Ketchum, MacLeod & Grove, Pittsburgh. 


of 34 years in Advertis-| Schiffman Using Transcriptions on Keystone Network 
ing. See Page 54. Other | 


Los Angeles, June 8.—R. Schiffman Company, maker of Asthmador 


features: | powder, cigarets and pipe mixture, will enter radio for the first time 
July 16, using one minute transcriptions on 75 stations of the Keystone 

Ad-libbing 12| Broadcasting System. Agency is Philip J. Meany Company, Los 
Editorials 12| Angeles. 
Feature Page 41) ° 
Sellen Paresnel 42\| Nash Follows Ford with New Car Release 
Information for Advertisers 12 | Detroit, June 8.—Nash, this weekend will reveal pictures and details 
In Washington 36/ of its 1946 Nash “600,” low-price car and its Ambassador, both of 
Obituaries .. 63 | 


which it expects to put into production shortly. Like the Ford ’46 
model unwrapped last weekend, the new Nash models will feature a 
number of changes from prewar models including, a new, more power- 


46| ful motor 


St. Louis Agency 
Gets Campaign for 
NY Stock Exchange 


| Newspaper Copy to 
Take Wall St. Story 
to the People 


New York, June 7.—Manhattan’s 
400-odd advertising agencies and 
its thousands of admen gasped 
audibly this week as Emil Schram, 
president of the New York Stock 
Exchange, announced that the ex- 
change will launch its first sus- 
tained advertising campaign this 
summer, and that the account will 
be handled by an agency west of 
the Mississippi—Gardner Adver- 
tising Company, St. Louis. 

Schedules and copy have not 
|been definitely determined, Eu- 
gene Lokey, vice-president and 
| public information director of the 
|exchange, told ADVERTISING AGE, 
| but the campaign is projected for 
\“at least three years” and annual 
| expenditures will run to $500,000 
or more if space is available. 


To Start in July 


| 
| 


| First copy will appear in July 
\if newspapers can handle it. It 
will run in space from 200 to 1,000 
lines in every general English 
language daily in each city of 100,- 
000, and probably in all cities of 
50,000 or more. 

| Initial copy will be war bond 
| copy, but the campaign as a whole 
|will be designed to explain the 
economic reasons for the exchange, 
and to remind the public that the 
exchange is not a gambler’s para- 
dise but an extremely important 
and responsible segment of the 
economic structure. 


Urge Factual Basis 


The ads will point out that 
security ownership and purchase 
call for caution, knowledge and 
responsibility, and that the factual 
information available through the 
exchange should be relied upon 
heavily, in place of operations 
based on fear, hunches and rum- 
ors. Straightforward, factual copy, 
with illustrations, will be used. 
Orders will call for run-of-paper 
space, rather than financial pages, 

Sam Ballard, executive vice- 
president of Gardner in St. Louis, 
will supervise the Stock Exchange 
account and handle creative work, 


Schaefer Sign 
Brightens Up 
Broadway Again 


New York, June 7.—The actual 
illumination of the spectacular ani- 


mated sign advertising Schaefer 
beer will occur June 11 when 
|pedestrians along Broadway will 
jagain be able to view stars of 


| Broadway hit shows thrown onto 
| the illuminated panel. 
The first subjects shown on the 


re-lighting will be the raising of 


the flag on Iwo Jima, a dancing 
short and a goodwill cartoon. The 
Schaefer bottle will be four stories 
high in contrast to the company 
name itself, which reaches only 
one story. 

The sign, dark since April 28, 
1942, will change its program four 
to eight times a year and will sup- 
port various governmental and 
patriotic drives. 

Batten, Barton, Dustine & Os- 


born is the agency. 
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but Gardner may transfer an ac- 
count executive to the agency’s 
New York office, which is now de- 
voted primarily to radio. 

Ballard and Gardner have been 
more or less unofficially counseling 
the exchange for more than three 
years, and their appointment in- 
dicates a desire on the part of the 
exchange to get some national 
thinking for a national institution 
and to meet the people on a level 
far removed from that normally 
associated with Wall Street. 


Began in St. Louis 


Gardner’s venture into financial 
advertising which culminated in 
the new account started in St. 
Louis, when it helped St. Louis 
members of the New York Stock 
Exchange work out some local 
problems. From this start it went 
on to place advertising all over 
the country for the Association of 
Stock Exchange Firms during the 
2nd War Loan drive, and it has 
also cooperated with individual 
members of the stock exchange in 
building a transcribed radio show, 
“Tt Happened in 1955.” 

This radio program ties up with 
the war bond effort, and stresses 
the buy and hold theme. The 


series consists of 13 15-minute 
transcriptions, and is currently 
being sponsored by stock exchange 
members in more than 40 cities. 


Pelz Named TAB Director 


Victor H. Pelz, with market 
research and national sales plan- 
ning of General Foods Sales Com- 
pany, New York, since 1937, has 
been appointed managing director 
of the Traffic Audit Bureau, New 
York. A former partner of Car- 
roll & Pelz, sales and market 
counsel, he was also president of 
the Market Research Council of 
New York. 


‘Sun’ Appoints Hassett 


Paul Hassett, member of the ad- 
vertising staff of the Chicago Sun 
since 1942, has been appointed 
eastern advertising manager in 
New York. 


Heads McCann Outdoor 


Joseph M. Jones, formerly with 
Walker & Co., Detroit outdoor 
plant, has joined McCann-Erick- 
son, Detroit, as manager of the 
outdoor department. 


Bank Ad Budgets 
Up 14% over ‘44, 
FAA Study Shows 


Chicago, June 7.—Advertising 
expenditures by banks this year 
will exceed those of 1944 by about 
14%, according to a survey con- 
ducted for the Financial Adver- 
tisers Association by Robert Lind- 
quist, assistant vice - president, 
American National Bank & Trust 
Company, Chicago, who heads the 
FAA research committee. 

He reveals that 282 banks, trust 
companies, mutual savings banks 
and savings and loan associations 
will spend about $4,442,000 for 
advertising in 1945, as against $3,- 
883,000 last year. 

The survey covering 24% of 
all banks having $1,000,000 or 
more in deposits, shows 60% 
report increased budgets, 7% 
say they are spending less on 
advertising than last year and the 
remaining 33% are on a par with 
’44 expenditures. The replies in- 
dicate that 35.4% of the expendi- 
tures are for newspaper space, 
13.6% for radio time and smaller 


amounts for other media. 

Themes of the 282 companies’ 
advertising were divided as fol- 
lows: Institutional advertising, 
35%; war bond promotion 12%; 
special checking accounts 12%; 
consumer credit 11.2%; trust serv- 
ices 7.7%; saving accounts 2.7%; 
safe deposit 1.8%, and smaller 
amounts for other themes. 


Joins Ivey & Ellington 

Burton E. Ebert, recently ap- 
pointed director of research for 
Ivey & Ellington, Inc., will work 
out of the agency’s headquarters 
in New York and not in Phila- 
delphia, as reported in ApvErTIs- 
ING AGE, June 4. 


Klingman Promoted 

Ethel Serfas Klingman, formerly 
assistant manager of advertising, 
has been appointed manager of ad- 
vertising of Pennsylvania Salt 
Mfg. Company, Philadelphia, suc- 
ceeding H. M. Ellsworth, who has 
resigned. 


Boston Agency Moves 

The William J. Small Agency 
has movd its offices to 216 Tre- 
mont St., Boston. 


Leadership 


Leadership — individual or institutional — requires 
three basic elements for accomplishment: sound 
judgement, competent direction, acknowledgement 


by the public of those qualities. 


EVENING AND SUNDAY 


A HEARST 


NEWSPAPER 


In Chicago, the Herald-American for years has 
maintained its reader leadership in. the evening 
field through the merits of sound news presenta- 


tion and its advertising principles. 


Nationally Ref resented ty HEARST ADVERTISING SERVICE 


Advertising Age, June 11, i94 


Monitor Promoies 
Independents 


a 
New York, June 8.—A pl.) 5 f 

Monitor Equipment Corpor ‘jo, 
“to give the independent bu- 5 
man a better break” was out. neq 
by its president, T. K. Quinn, { ; S. 
business paper editors’ confer: n¢q 
here today. The 60 indepen ey 
distributors which will contro! thg 
Monitor brand of home appliances 


or ¢ 
‘will serve 20,000 home applianed a 
dealers. 

In a booklet entitled “You C, 
Succeed as an Independent Homa Okina 
Appliance Dealer,” Monitor set ‘le tri 
forth its plan to offer dealers .— 
complete line of products from ai; Islands 
conditioning units to waffle irons{™and W 
all bearing the name of Monitoyff Ralph, 
and thus assuring the dealer o reports 
“product diversification” and “com . 
plete coverage of all seasonal] Okinay 
products for year-round profit,” §§4 float 

Specifically the booklet men-§§ miles | 
tions, among Monitor’s 60 distrip- Admire 
utors, that Monitor “is Rex Cole base hi 
in New York; L. H. Bennett Com- , 
pany in San Francisco; J. aj all 
Walsh & Co. in San Francisco: mitting 
worries Electric Company in Min-@@ strikes 
neapolis. . . 

Facts which Monitor urges in- arc 
terested dealers to consider are(™ ¥°°XS ' 
that Monitor will be one of theg@ fuel or 
leading advertisers in the ap-@ bases 
pliance field; that the corporation ff + eryi 
will select the best quality product half 
in a manufacturer’s line—its buy-* m 
ing power making it possible to ¢@ch ¢ 
get top quality merchandise at the J dreds | 
lowest possible price; that a dealer MJ equipn 
is not forced to give up other lines everytl 
or to become exclusively a Moni- 
tor dealer, nor will he be asked to 
do anything that will limit profits 
or jeopardize his business; and 
that he “can meet chain store com- 
petition because the advantages of 
mass group buying of the products 
he wants are his, coupled with the § gone ¢ 
overwhelming advantage of an in- h 
dependent, individual dealer’s per- = Ss 
sonality and knowledge of his cus- § have t 
tomer’s needs.” ately s 

8 eae Ste ias a captur 
Zuber Heads Schenley Pacific 
Outdoor Advertising Cquae 

Eugene M. Zuber, a veteran of § °CkS, 
almost 30 years’ experience in @ lation 
the field of outdoor advertising, § ships, 
has joined office 
Schenley Dis- 
tillers Corpora- or 
tion, New York, equip} 
as outdoor ad- of ves 
Hp man- velope 

Mr. Zuber has —— 
been associated machi 
in the past with pactne 
Thomas Cusack Okina 
Company, 

Campbell- squad 
cumul 


Ewald Com- 
pany, Detroit, 
and Outdoor Advertising Bureau, 
Inc., serving as vice-president with 
the latter two companies. 


Ruml Addresses Lewin 


Beardsley Ruml, treasurer of R. 
H. Macy & Co., New York depart- 
ment store, and chairman of the 
Federal Reserve Bank, will speak 
at a dinner meeting of A. W. Lewin 
Company, New York, June 11, at Z 
the Waldorf Astoria, celebra'ing 
the agency’s tenth anniversary 


Eugene M. Zuber 


—_—_ — 


Hurley Elects V.P.s PL 


Jim Pease, advertising mana:c’, ‘ae 
and Frank J. Simpson, assis‘ant ke 
sales manager, have been ele ‘ed 
vice-presidents of the Hurley ‘!4- 


chine division of Electric Ho.se- 
hold Utilities Corporation, Chi 
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ADVERTISING 
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Modern Industry 


| Luuch Vable 
TOPICS 


Selected from June 15th, 1945 


For all management men concerned with making 
and marketing better products at lower cost. 


lons of fuel oil, 16,000 tank- 
truck-loads of aviation 
gasoline, 22,000,000 gallons 
of water, 1,500 freight cars 
of ammunition, 2,600 heavy 
truckloads of groceries, 
1,100 freight carloads of 
ship supplies, 75 carloads 
of personal supplies and 
comforts for the ship’s 
crews, enough medical sup- 
plies to maintain the city of 
Columbus, Ohio, for 60 days 


Okinawa Just back from 21,400- 
mile trip to Pearl Harbor, Marshall 
Islands, Guam, Saipan, Iwo Jima 
and Western Carolines, Henry 
Ralph, MI’s Washington Editor 
reports on page 38 that, “The 
Okinawa campaign was staged at 


—and thousands of other 
items. » » Thoroughly demonstrated 
in Pacific warfare are American in- 
dustrial and engineering skills where- 
by a succession of small-scale Pitts- 
burghs are pluming their smoke into 
azure skies where formerly only the 
palm fronds waved. » » The Japanese 


islands may well sink beneath the 
seas under the weight of American 
production tonnage. » » For a fas- 
cinating eye-witness account of 
“Industry’s Job in Pacific War” 
turn to page 38 of the June 15 issue. 


Success(?) With even Aunt Matilda 
busy in the back room perfecting 


her stream-lined safety hat-pin for 
postwar grandmothers who wear 
bifocals, the good question is, “Will 
That New Product Click?” » » How 
can a manufacturer tell if he is 
going to bloom or bust? » » MI’s 


Distribution Editor, Ruth Fyne, 
reports on page 40 that pretesting 
sales appeal is coming into its own 
as a fundamental management tool 
—but not fast enough, it is feared, 
to keep many houses built of cards 
from tumbling back into the deck. 
» » Too many companies, applying 
the most advanced methods of pro- 
duction, still use guesswork and 
hunch in selecting their new prod- 
ucts. » » Can a small company 
afford to pretest for salability? » » 
The answer is an emphatic yes. » » 
In a splendid condensation of a tre- 
mendous amount of field-research 
by the Staff-editors, ten plans for 
pretesting salability are detailed 
briefly. » » If you believe that a 
stitch in time saves nine, this arti- 
cle is commended to your attention. 


READER C0 eco 


“... With a great deal of interest I 
read “Doing Business with the Mass 
Marketers.’’ This article is most pro- 
vocative and suggests the immensity 
of the post-war sales problem .. .” 


.., Are you in a position to supply 


reprints of ‘‘Eyes Right for Produc- 
tion’’? It is entirely possible that we 
could use 25,000...” 


“ .. After reading “Jigs in Jig Time 
with Plastic Tooling”, I feel that plas- 
tic material can be of use in our 
industry...” 


” 


. « « Our Engineers and Designers 
are very much interested in obtain- 
ing the two technical films on Thermo- 
setting Plastics as described on page 


“... Your article (‘Is Your Plant in the 
Wrong Place?’’) is one of the most con- 
cise and comprehensive coverages of 
the subject that I have ever read...” 


a floating base anchored some 8,000 


miles from the West Coast.” » » 
Admiral Nimitz calls the floating 
base his “secret weapon” which up- 
set all Japanese planning by per- 
mitting the American fleet to make 
strikes thousands of miles from 
shore bases and remain at sea for 
weeks on end without returning for 
fuel or supplies. » » These floating 
bases are technically known as 
““ervice Squadrons.” » » There are 
a half dozen of them in operation, 
each composed of scores and hun- 
dreds of ships, barges, or floating 
equipment. » » They can do almost 
everything for the fleet that can be 
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done at a regular Naval base, yet 
they are entirely afloat. » » They 
have been in every atoll or moder- 
ately sheltered anchorage we have 
captured all the way across the 
Pacific. » » The vessels in a Service 
Squadron include dredges, dry 
docks, derrick boats, water distil- 
lation plants, fuel tankers, store 
ships, hospital ships, mail ships, 
office ships, and repair ships of 
every sort. » » Each repair ship is 
equipped to service a certain type 
of vessel. » » Specialization is de- 
veloped to its zenith. » » Each 
specialist ship is a huge floating 
machine shop, a marvel of com- 
pactness and efficiency. » » For the 
Okinawa campaign, the Service 
Squadron on this job had to ac- 
cumulate and load 60,000,000 gal- 


What you want 
lo read fire 


Good Maintenance Is 

CONNIE, II cciiccs civasisintscdassieoniones 32 
Plant-tested methods show how to 
replace alibis with action, how to 
jack-up run-down equipment—and 
keep it in tip-top shape. 


Will That New Product Click?......40 
How can you be sure before mar- 
eting it? This thorough analysis 
xplains 10 best pretesting meth- 
ds now utilized by successful 
ompanies. 


Maybe Silicones Can Do Those 
SORE RIED dehnaictieneincttsdesecveinined 44 
‘lore efficient electric motors, non- 
ticking control valves are just two 
nmediate uses. Here are advan- 
ages and limitations of these 
xciting new materials. 


Debate in Print: Should the 
Government Guarantee 

is) es 117 
lob insurance for millions of vet- 
rans, war workers would make 
‘actories hum, avert deflation, say 
advocates of Bill now in Congress. 
Iwo experts give you both sides 
of this critical question. 


“Good for America 


..-Good for Industry” 


F gers: WITH HIS CONSCIENCE, does any: 
one have any quarrel with the sanity 
and wisdom of the modern, postwar eco- 
nomic philosophy—that what is best for the 
public is best for industry? That's why 
Modern Industry marshals all its strength 
to foster and develop this essential attitude 
in management thought and action— 
throughout manufacturing America. 


Visualize, if you will. a magazine with a 
following of some 220,000 readers—a maga- 
zine actively engaged in promoting and 
developing in its readers’ consciousness the 
real need for making and marketing better 
products at lower cost for this nation and 


the World. 


Think of an editorial staff focused on the 
theme that private enterprise can survive 
only if industry puts the public interest 


first. From its earliest issue, Modern 
Industry has sought and continues to seek 
—to determine and to urge upon its readers 
policies and practices which will put in- 
dustry above any valid attack from re- 
sponsible labor leaders or responsible 
politicians, and win the genuine approval 
of emplovees, the trade, and the public. 


It’s a lead pipe cinch that the scope of a 
policy like this easily could, and mayhap 
would, sink to the low level of mere lip 
service ...a shooting of the breeze ...a 
beating of the gums, were it not for the 
essential and established fact that Modern 
Industry is edited the most expensive way 


. . . staff-written exclusively for the re- 
sponsible management men in all the manu- 
facturing industries, by travelling editors 
who do their own field-research in person 
... Who travel thousands of miles to be on 
the changing scene for eye-witness reporting. 


That Modern Industry can objectively and 
non-politically champion an economic 
philosophy that—what is good for America 
is good for industry —raises the simple 
question of Editorial Responsibility. Let's 
see where such responsibility lies in the 
case of Modern Industry. 


Modern Industry doesn’t depend on the 
name of the author for authority, or fall 
back on the name of an author in case of 
error. The magazine itself is responsible 
for every fact. This provides a direct obli- 
gation and direct incentive to make every 
work and every picture absolutely correct 
and accurate. A staff-written publication 
cannot dodge its responsibility. 


So—it is not hard to comprehend why 
Modern Industry, aimed to guide and in- 
spire readers to action—and loaded with 
action-factors—has won for itself a_ re- 
sponsive audience of responsible manage- 
ment men who do both: write to the 
magazine ... and to the advertisers in the 
magazine. Thus—what’s good for America 
is good for industry—takes on a moving, 
active progressing significance. 


Modern Industry The Staff-written Maganine of Interpretive Journalium 347 Madison Ave., N.Y.17 


CHICAGO 6:20 N. Wacker Drive * CLEVELAND 14:627 Union Commerce Bldg. * PHILADELPHIA 2: 2208S. l6th St. 
SAN FRANCISCO 4: 68 Post St. © ATLANTA 3: 1722 Rhodes-Haverty Bldg. * LOS ANGELES 11: 403 W. 8th St. 


CHEMICALS y / 
FOOD 

IRON & STEEL 

LEATHER 

MACHINERY 


NON-FERROUS METALS 
PAPER & PULP 


Modern 


PETROLEUM 

PRINTING Industry 
nuecen BASE PAPER 
STONE, CLAY & GLASS eee Seuuene 
TEXTILES TO INDUSTRY 
TRANSPORTATION 

WOODWORKING 

MISCELLANEOUS 


PLANTS 


—more than 31,500 which produce approximately 
89% of all manufactured goods. 


+ 
MEN 


—more than 50,000 of them, the responsible manage- 
ment men...men with multiple responsibilities in 
the nation’s most important plants. 


MARKETS 


—ALL the manufacturing industries — because all 
of them have a dramatic unity of interest in Lower 
Costs, Labor Relations, Industrial Economics and 
the other valuable services reported on by Modern 


Industry's staff- editors. 
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Radio Station 
Income Gains 47% 
in 1944, FCC Says 


Washington, June 6.—The FCC 
today reported a 47% increase in 
the service income of individual 
radio stations for 1944, with total 
broadcast service income reaching 
an unprecedented $68,888,000. 

With 836 of the 919 stations in 
the U. S. and its possessions re- 


porting, the commission found that 


only 33 lost money, compared 
with 85 of 751 submitting reports 
in 1943 and 188 in 1942. 

This year’s broadcasting income 
was 125% above the $30,503,894 
reported by 765 stations in 1942 
and far ahead of the $46,772,581 
reported by 836 stations in 1943. 

The average broadcast income 
per station rose from $36,488 in 
1942 to $55,948 in 1943 and $82,- 
402 in 1944, the commission found. 

This year, 765 stations showed 
increases and 71 registered de- 
creases. Total increases over de- 
creases amounted to $22,115,529. 


Jackman, Flaherty 
Form St. Louis Agency 


W. C. Jackman and Robert H. 
|Flaherty have organized Jackman 
|& Flaherty, Advertising, with of- 
\fices at 718 Locust St., St. Louis. 
Among the agency’s initial ac- 
counts are Southern Comfort Cor- 
poration, Thomas T. Poleman & 
Co., and Flavor Research Labora- 
tories, all of St. Louis. 

Mr. Jackman has been with 
D’Arcy Advertising Company, St. 
Louis, for the past 23 years as ac- 
count executive on the Western 


Cartridge account. He was also 
formerly with Henri, Hurst & Mc- 
Donald and A. W. Shaw Company, 
Chicago publisher. Mr. Flaherty 
is also a former D’Arcy associate, 
and was at one time manager of 
the Atlanta office. He was later 
advertising manager of Anheuser- 
Busch and Pabst Brewing Com- 
pany, and account executive with 
Arthur Kudner, Inc., for National 
Distillers. He resigned recently 
as vice-president of the Jos. W. 
Hicks Organization, public rela- 
tions counsel, Chicago, to join Mr. 
Jackman. 


Agriculture in these United States is 


the most stable of 


well as by far the 


farm dollar, returning 77 cents to the 
channels of trade, does more to keep 
wheels turning and payrolls regular 


than any other money in the national 


scheme. 


COMPARATIVE 


FarM JOURNAL . 


Country Gentleman 


Capper’s Farmer 


Successful Farming 


*December, 1944, ABC Statement 


Farm JOURNAL with its 2% million 
subscribers is read each month by half 
a million more families than receive 


any other farm magazine. 


FARM JOURNAL 


World’s Largest RURAL Magazine 


LUG setes 


THE (WE) MARKET 


all industries—as 


biggest. And the 


CIRCULATION* 
2,526,873 
2,014,062 
1,246,001 
1,135,099 


GRAHAM PATTERSON 
Publisher 


Philadelphia 5, Penna. 


- 


ag eee 


Advertising Age, June 1 | jg 


G-E Names Sccife 
Sales, Ad Chief 
of Appliance U1 it 


Bridgeport, Conn., June 7.- 
Scaife, merchandising manag: , 
ithe appliance and mercha: lis 
department of General Ele. ty; 
Company, has been appointed aq 
vertising and sales promotion © ja) 
ager of that division in a serics , 
major changes in the division ; 
more closely parallel changes maq 
last fall in the sales divisions , 
the department. 

Mr. Scaife, who succeeds 1/3. 
Bullock, resigned, will continue hj 
former duties, at the same tim 
handling all advertising, sales pr 
motion and merchandising of G- 
major appliances, traffic appliance 
and construction material unde 
the direction of C. R. Pritchar 
general sales manager. 


Park Is Assistant 


Assistant manager of the diy 
sion will be George B. Park, wh 
joined G-E in 1939 after thre 
years as advertising and sales pr 
motion supervisor of Westinghous 
air conditioning. Mr. Park h; 
been assistant manager in the G- 
advertising and sales promotio 
department, and recently has ha 
charge of the appliance and mer 
chandise department’s “G-E Hous 
Party” series on CBS. 

E. F. Vickery, formerly an ac 
countant in the Federal and ma 
rine division of G-E in Schenec 
tady, will be operating manager « 
the appliance and merchandise de 
partment, supervising cooperatiy 
advertising expenditures and poli 
cies. 

Mr. Scaife joined G-E 15 year 
ago as a member of the advertisin 
division of the former specialt 
appliance department at Nela Par 
Cleveland. In 1936, he becam 
advertising and sales promotio 
manager of that division, thre 
years later becoming merchandis 
ing manager of major appliance 
and subsequently of the entire ap 
pliance and merchandise depart 
ment. 


Eureka to Make Cleaner 
for Montgomery Ward 


Eureka Vacuum Cleaner Com 
pany, Detroit, revealed last wee} 
that it is negotiating with Mont 
gomery Ward & Co., Chicago, {4 
supply the mail order house with 
vacuum cleaners during a three 
year period after Eureka resume 
civilian production. The cleaner 
would be produced according t 
Ward specifications and on a cost 
plus basis, Eureka’s profit to var 
according to the number of unit 
supplied. 

At a meeting at Cleveland Jun 
7, the executive committee of th 
Vacuum Cleaner Manufacturer 
Association said general resump 
tion of cleaner production is &x 
pected by July 1. 


b-own Joins McCallum 


Sherb Brown, who recentl) 
pleted war contract work will 
Remington Rand, Inc., and (¢ 
M. McCallum, who has ! 
McCallum & Associates, |! 
art studio, since 1942, have 
to form McCallum & Brown, a¢ 
vertising illustration firm, D: ‘ro! 

Mr. Brown operated a. @ 
studio in Detroit before tl 
and was formerly. an a 


executive with Campbell-. wal 
Company. Mr. McCallum w 5 / 
20 years a partner of the Bu ‘@!s 
Withers Company, Chicag: n 
head of that company’s |! 
office. 
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CAMERA 
SURVEY 
HIGHLIGHTS 
YOUR BEST 
POSTWAR : 
MARKET 


Mrs. H c. "First comes all the things for the house __ } | _ cat 
. an ironer, an automatic stove, new drapes for : - 


the windows, Then my husband and I plan to get 


RNG 


...in the act of confiding plans 
for postwar buying 


ee 


_ Mrs. W. B. “When the we BONG ia connnationd 
and do things for our baby and for the house we've 
been wanting and waiting for ... a stroller, a wash- - 


Mrs. M. P. “With all the wonderful new food mixes Jars: CE Maeything ere atiey Mins ae 
coming out, I'm going to get a mix master beater, just as soon as we can get it—is all wrapped up in 
stainless steel pans and things to make cooking and a home of our own. That's what we want and, of 
frying and baking easier in ourhome.” course,we want everything that goes with it.” 


Younger women, with young, eager ambitions... younger women who have been saving 


money during the war years... younger mothers and mothers-to-be who are now being 
educated to brand names...these are advertisers’ postwar bonanza. a 


These younger women, mostly of the big wage earner market, are reached most 
effectively by Leading Women’s Groups, for Women’s Group magazines are edited 
directly to their specific interests. The combined net paid circulation of the three 


Leading Women’s Groups approximates ten million copies monthly and provides major 
coverage of the younger women market in America. bn 


The heavy concentration of Women’s Group magazines among younger women and 
eh, the exclusiveness of this coverage (for Women’s Groups do not appreciably duplicate Bae: 
Mrs, R.0.""We love to eat and after the war, we're the traditional women’s service magazines) has been established by extensive research ae 
going in for all the foods we can't get now. And we 


plan to have a really good radio-phonograph, a 


pop-up toaster and we're going to do the | “sb 3 ; ; 
| living room over in period furniture.” Buy Groups...if younger women, younger working women, younger housewives are 


important to you. Many of advertising’s biggest names are doing just that! 


over a long period of years. 


Five Magazines With Close Editorial Kinship — culation at low cost. Through this Group device, a 


Macfadden Women’s Group is composed of five maga- vehicle is available for coverage with oe 
zines closely related in editorial appeal. ‘They consist sales response... for a circulation composed of ¢ 
MAC FADDEN of true stories from real life about real people. The new unduplic ated reader group, distinct from he 
“true” type magazines deal with everyday people; traditional women’s service magazines. 
WOntTw § GROUP Photoplay and Radio Romances with celebrities, 500,000 Net Paid Bonus Circulation — During 
Each a Powerful Medium — While space is sold in the last four years, Macfadden Women’s Group 
each magazine as an individual unit—for each maga- has maintained an average bonus circulation delivery 3 
‘EACH YOUNGER WOMEN WITH WOMEN’S GROUPS zine stands on its own individual merit and may be of over half a million per month...has maintained od 
keyed separately—the magazines primarily sell as the prewar rate and guarantee structure in the face “i 


one advertising unit, thus commanding volume cir- of this tremendous bonus circulation. 
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Advertising Age, June 11 | 


have expressed opinions to the | 
effect that the older, established | 
practitioners have banded together | 


scope of industrial design is so 
varied that no one man can be 
proficient in every line, 


ization has among its members in- 
terior decorators, and others who, 
strictly speaking, are not industrial 


relle V. A. Guild, Ray Patton 
seph B. Platt, John Gordon 
out, George Sakier, Jo 


15 Designers Band 


Together to Raise 
Artistic Standards 


New York, June 7.—Marking 
the emergence of industrial de- 
sign as a profession bound by a 
code of ethics is the establishment 
on June 11 of the Society of In- 
dustrial Designers, Fifteen of the 
nation’s top designers, many of 
them pioneers in the field, have 
joined together to formulate stand- 
ards for the profession. 

Although the SID claims only 
to have the best interests of the 
profession at heart, other designers 


for security reasons and that they 
are worried lest some of the newer 
entries in the field deprive them 
of their position as leaders. 


Specialists Ruled Out 


The SID hotly denies this but 
does concede that many of the so- 
called industrial designers in busi- 
ness today would be ineligible for 
membership in the new organiza- 
tion. Prime requisites for election 
to the society are successful de- 
signing of a variety of products, or 
professional activity teaching in 
the field. 

The first requirement would 
eliminate many of the younger 
men in the field who are special- 
ists in one category of design. This 
specialization is due to the feeling 
among some designers that the 


Furthermore, they contend that 
the “account executive” technique 
has carried over into many shops, 
particularly the larger ones which 
employ as many as 150 people, 
making it impossible for one man 
to be an expert in every line, re- 
gardless of how long he has been 
in the profession. 


Membership Proves Ability 


The society, however, feels that 
with the setting up of standards it 
is rendering a distinct service to 
industry, with the designer’s mem- 
bership in the society proof of his 
ability. 

A previous organization of simi- 
lar purpose, to which none of the 
founders of the society belongs, is 
the American Designers’ Institute, 
founded in 1938. But this organ- 


designers. 

Officers of the new society are: 
Walter Dorwin Teague, president; 
Raymond Loewy, chairman of the 
executive committee; Henry Drey- 
fuss, vice-president; Harold Van 
Doren, treasurer, and Egmont 
Arens, secretary. 


Loewy Firm Leads 


Mr. Loewy is head of Raymond 
Loewy Associates, largest indus- 
trial designer in the country, whose 
billings run substantially more 
than $1,000,000. Mr. Teague and 
Mr. Van Doren are heads of Walter 
Dorwin Teague Associates and 
Van Doren, Nowland & Schlader- 
mundt, respectively, both of which 
rank just under Loewy in size. 

The other founders are Donald 
Deskey, Norman Bel Geddes, Lu- 
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CAMPAIGN 


Brooks Stevens and Russel W 

The membership in the s t) 
is not limited to any specific 1 y_ 
ber or to any region, and is 
hoped that the entire nation ill 
be represented. 

One notable exception to 
requirements for membership j, 
J. Gordon Lippincott, head o¢ 
Dohner & Lippincott, New York 
This firm, after only two years, has 
a list of clients that reads like g 
blue book of American indu:try, 
and claims to be third in billings 


Donnelley Keeps 
to Schedules as 


Pressmen Strike 


Chicago, June 7.—R. R. Don- 
nelley & Sons Company, having 
weathered the city-wide truck 
drivers’ strike here the week end- 
ing May 24, has had to deal since 
Sunday night with a strike all jts 
own—that of the pressmen and 
other of the printing plant’s em- 
ployes who have joined various 
AFL printing trades unions. 

The strike was called by the 
International Printing Pressmen 
& Assistants Union because 
what the union officials charged 
was the company’s refusal to sub- 
mit to arbitration 19 disputed con- 
tract points, including the issue of 
the closed shop. The union repre- 
sents an undetermined number of 
ithe 1,100 pressmen at Donnelley 


During the week, sympathy 
| strikes were voted by unionized 
|typographers, mailers and _litho- 


graphers, and truck drivers of the 
| AFL teamsters union refused t 
| handle Donnelley work. = 
| The unions today, however, said 
|maritime unions have agreed to 
| shut off paper supplies moving 
into Donnelley’s from Great Lakes 
| ships, and photo engravers are 
|reported ready to quit work at 
ithe plant. ; : 

Donnelley officials claim, how- 
ever, that one section of the press- 
room and all other departments 
are operating normally, with most 
|/employes remaining on the job. 
| They say that copies of Life and 
Time will be out on schedule this 
week, as will Farm Journal and 
| Farmer’s Wife and Pathfinder. 

The company’s position is that 
‘only the closed shop is at issue 
| There is some possibility that the 
| WLB will step in to halt the strike. 


Weiss & Geller 


Gets Consolidated 


Weiss and Geller, Chicago, has 
been appointed to direct institu- 
tional advertising of Consolidated 
Grocers Corporation, Chicago, new 
organization which controls Reid 
Murdoch & Co. and Sprague War- 
ner-Kenny Company, Chi ago 
Western Grocer Company and 
Marshall Canning Company, Mar- 
shalltown, Ia.; C. D. Kenny © m- 
pany, Baltimore; and Dannemile! 
Grocery Company, Canton, ©. — 

Units of Consolidated re' 
their existing agency relatio 


Son Joins Jones Agency 
Richard K. Jones, former]; 
the Inland Mfg. division of 
eral Motors, Dayton, has . oe 
the copy department of Ral . 
Jones Company, Cincinnati, 
agency founded by his fath« 


Form Waid Agency 

Waid Advertising Con 
918 Michigan Ave., Buffal a 
been incorporated by Willi: U 
| Waid and Frances J. Larki! 


SELLING NEW HAVEN > 
WAR WORKERS 


|] The Journal-Courier goes into war | 
by the thousands daily —- each copy 
by many, and passed on from sh 
shift — each copy working 24 hours 
to bring you coverage of today’s 


spending customers . . . 100,000 re 
|] daily! 
* *« THE «x * 


NEW HAVEN, CONN 
JOURNAL-COURIE® 
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\ | If the riddle of re-conversion does not have you talking in your sleep 


suid 


| you might try the “science” af Pyramidology. What's that? Well, some 


silly savants with slide rules measured the dimensions of the Great 


yo, has 
institu- 
lidated 
fo, new 
s Reid 
4 War- 
hicago, 
y and 


Pyramid of Egypt and concluded that its designers had predicted, by 


occult art, the events of thousands of years to come. The answer to 


your questions about doing business after the war is probably some- 
where about the fourth decimal place. Here at CM&H we can 


predict our postwar future without reading Mr. Cheop’s pyramid. 


en: Long before Hirohito moved into China we knew how to make 


_ COLLEEN S, MEER EER fine engravings. Long after Hirohito is reading tea leaves at the 
& HUETCHINGS bottom of the Pacific, we expect to be making fine engravings. 


[ chicago photo-engrave ; . . 
. hil lad Wars pass; but art endures. Now we are making fine engravings 


under war-time difficulties. After the war, we will make fine en- 
gravings with fewer headaches and delays and more pleasure. 


Moral: you need no postwar plan when you have a one-track mind. 
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Bowles Submits 
Profit Figures in 


OPA Policy Fight 


Washington, June 7.—Continu- 
ing his fight against amendments 
to the price control act designed to 
assure industry a profit on new 
civilian goods, Price Administrator 
Chester Bowles rolled out heavy 
statistical artillery today to dem- 
onstrate that OPA regulations have 
not prevented industry from en- 
joying a profit position during the 
first half of 1944 generally more 
favorable than before the war. 

The OPA data was based on the 
financial statements of 1,120 lead- 
ing corporations which made about 
three-fifths of the pre-tax profits 
reported in 1942. According to Mr. 
Bowles, the compilation “refutes 
emphatically statements by some 
critics of price control that OPA 
policies have worked general finan- 
cial hardships on business.” 


Mr. Bowles commented that “the 


| ereatiy increased wartime profits 


of American business are due to a 
large extent to increased volume, 
which, in a great majority of cases, 
has more than compensated for 
the increase in some costs.” 

Warning that as a result of war- 
time technological progress a 1940 
production rate would mean 15 to 
19 million unemployed, Mr. Bowles 
called for a continuation of “this 
high level of volume” if we are to 
achieve full production and full 
employment in the reconversion 
and postwar years. 


Reserves Set Up 


“During the immediate recon- 
version years some businesses will 
be under heavy pressure,” the 
OPA chief conceded. “The ex- 
penses of reconversion, however, 
are more than provided for by an 
increase of $20,000,000,000 of cor- 
porative reserves against an esti- 
mated reconversion expense of 
$5,000,000,000. 

“Once reconversion is complete 
and a high level of production is 
again established, unit costs will 
be further lowered by increased la- 
bor productivity, lower selling 


costs and technological improve- 
ments developed by the ingenuity 
of American business men,” Mr. 
Bowles said. 

“Full employment at good wages, 
full production, a high farm in- 
come and generous postwar prof- 
its cannot be built on the quick- 
sand of inflation. If American 
business is to operate on a con- 
tinued basis of high profitability, 
we must continue to sit firmly on 
the inflationary lid until produc- 
tion can be stepped up to meet the 
demands of business and consum- 
ers.” 


Meets Firm Opposition 


Despite Mr. Bowles’ firm posi- 
tion, OPA encountered unrelent- 
ing opposition as the price control 
act was considered in both houses 
of Congress. The OPA chief’s 
opening testimony before’ the 
House banking and currency com- 
mittee Monday was interrupted by 
minority leader Jesse Wolcott, who 
said “he did not come for a sales 
talk on price control, but for an 
explanation of OPA operating poli- 
cies.” 

Three hurried conferences this 
week between Mr. Bowles and 


Senate leaders left the fate of the 
bill still in doubt, with Senators 
Taft and Thomas emerging deter- 
mined to ‘write these administra- 
tive changes into the law.” Ata 
special committee conference to- 
day, which caused Mr. Bowles to 
cancel a_ previously scheduled 
press conference, it was revealed 
that the administration had prom- 
ised additional profit safeguards 
for the meat packing industry. 


Follows Earlier Studies 


The OPA report on the profits 
of 1,120 leading industrial corpo- 
rations issued today covered the 
first six months of 1944, and is a 
successor to earlier studies dealing 
with 1942 and 1943 as compared 
with the 1936-39 prewar average. 

Profits before taxes were larger 
in volume than ever before in 
peace or war, the report said, prov- 
ing, it contended, that “even 
amidst shortages, manpower 
stringencies, and wartime regula- 
tion, industry can earn far more 
in a period of heavy production 
and full employment than in one 
of such partial utilization of eco- 
nomic resources as has normally 
prevailed in the past.” 

The 1,120 firms earned $3,164,- 


= 7 


Piews-monoee listeners, in the com- 


modity-hungry Philadelphia market, tune-in KYW 


regularly for the 


news.. prompt, forthright, com- 


petent reporting of history in the making. 


KYW presents sixteen newscasts and com- 


mentaries each weekday, for such outstanding 


sponsors 


as Standard Oil Co. 


of Pa. (Esso 


Reporter); Boscul Coffee; Manhattan Soap Co.; 
C. F. Mueller Co.; Hudson Pulp & Paper Co.; 
Wildroot Co., Inc.; Richman Bros. Co. 


Veteran newscasters such as Alwyn Bach, 


Peter 


Roberts, Alun Williams, 


Franklin Evans, 


Alan Gans, and Stuart Wayne maintain the reputa- 


WESTINGHOUSE RADIO STATIONS Inc 


tion of KYW as “the station for news in Philadel- 
phia.” If your product-story, too, is news, it may 


weli be entrusted to their authoritative voices. 


os Saturdays 


— 


wowo : 


WBZ -* 


WBZA + KDKA 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 


* KEX «© KYW 


the KYW newscasting 
on 


foreig® M. (imme n 
wa a from | to | is currently sponsored © 
ong mat orter)- Heckert ! , 

e . : 

— as by the American nar AM. Monday throug 
u ° : 


1245 to 2:00 P.M» 


Thursdays 


Tuesdays: 


PHILADELPHIA 
. $0,000 WATTS 


* KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


Advertising Age, June 11, 1945 


000,000 before taxes, 1% higher, 
than the initial half of 1943 ing 
25% higher than 1942. The ea. 
ings figure was 83% higher tan 
the transition-to-war-average for 
1939-41 and 213% above prewar 
1936-39. 


Pate, Simon & Smith 
Form Industrial Agency 


Pate, Simon & Smith, an indus- 
trial advertising agency, has been 
organized in Portland, Ore., w th 
offices at 1432 S. W. 6th Ave. 
Principals in the new company are 
Manford Pate, formerly sales 


M. Pate A. Smith 


manager of the Hyster Company, 
tractor winches; John Simon, vice- 
president of Botsford, Constantine 
& Gardner, and Arthur Smith, 
former space buyer, production 
and office manager of the Joseph 
R. Gerber Company, Portland 
agency. 

The agency has acquired the 
Royce McCandliss Company, Port- 
land agency, with Mr. McCandliss 
retiring after 27 years of agency 


J. Simon 


service. The new company will 
occupy the former McCandliss 
quarters. 


Norton Heads K&E 
Chicago Office 

V. T. Norton, until recently 
vice-president in charge of the 
sales division of Cudahy Pack- 
ing Company, 
has been elected 
vice - president 
and director in 
charge of the 
Chicago office 
of Kenyon & 
Eckhardt, Inc. 
Mr. Norton was 
at one time as- 
sistant to the 
president of 
Jewel Tea 
Company. 

The Chicago 


V. T. Norton 
office of Kenyon & Eckhardt was 


opened in September, 1943, fol- 
lowing appointment of Chester 
Foust, previously with J. Walter 
Thompson Company, as vice-presi- 
dent in charge. Simultaneously, 
K&E, which had a portion of the 
'Kellogg cereal account, acquired 
the remainder, which had been 
with JWT. 


Named Fox Ad Manager 


Howard P. Abrahams, with the 
retail advertising staff of the New 
York Times for the past two years, 
has been appointed advertising 
director of I. J. Fox, Inc., New 
York, replacing Lew Kashuk, wh 
has opened an agency at 350 Filth 
Ave. Mr. Abrahams was formerly 
chief of the OPA furniture «and 
home furnishings retail trades 
and service division, and pre- 
viously advertising manager 0! 
| Ludwig Baumann. 


Livingston to New Yor! 
Leon Livingston Adverti:ing 
Agency, San Francisco, will © ¢ 
a New York office in August ur ie! 
the direction of E. B. Kro: 2h. 
partner, to service the Nestle }\ ilk 
Products account. Alberta u- 
| dolphi will transfer to ‘the | eW 


office as art director. 
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ce always draws a crowd... 

pa REUSSWIG, the artist who does this pictorialized news, 
at knows what gets an audience. So do all the other fea- 
Sew tured stars in Sunday Pictorial Review — whether they 
Y Fit report from overseas, Broadway or Hollywood — play 
og upon the heartstrings or the funnybone. “Bugs” Baer, 
F pee Bruce Patterson, Louella Parsons! They draw a reader- 
ger 


ship of over 5,000,000 families every Sunday for this sup- 
plement, in nine major markets — representing one-third 
of the nation’s sales potential. When you advertise in 
Sunday Pictorial Review, this entire all-star staff goes 
to work for your product. Always draws a crowd. 


Represented nationally by HEARST ADVERTISING SERVICE 
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Advertisers Make 
Further Summer 
Plans on 4 Nets 


New York, June 6.—Since the 
roundup of summer replacement 
shows on the four networks pre- 
sented in the May 21 ADVERTIs- 
ING AGE, several additional adver- 
tisers have decided on programs 
for the hot weather season, while 
others are changing networks as 
better time periods have opened 
up. 
Sales Builders, Inc., Los An- 


ment show for Frank Sinatra 
while he is overseas, sponsoring 
Ray Noble’s orchestra Wednesday 
nights on CBS from June 6 through 
July 4. 


New Oxydol Series 


With Liggett & Myers Tobacco 
Company, New York, discontinu- 
ing ‘‘“Music That Satisfies’” on CBS 
June 19, Procter & Gamble Com- 
pany, Cincinnati, will sponsor a 
new series for Oxydol, starting 
Aug. 21 in the Tuesday and Fri- 
day 7:15-7:30 p.m. spot. Agency 
is Dancer-Fitzgerald-Sample, Chi- 
cago. 

On June 17, Charles E. Hires 
Company, Philadelphia, will shift 
‘Hires’ Ice Box Follies” on the 
American Broadcasting Company, 
from Wednesday nights at 10 to 
Sunday, 6:30-7 p.m., EWT, half- 


geles, for Max Factor cosmetics, 
has already launched a replace- 


hour vacated for the summer by 


is N. W. Ayer & Son. 

Summer replacement for Dale 
Carnegie’s “Little Known Facts 
About Well-Known People” wili 
begin June 17 on Mutual, Sunday, 
2:45-3 p.m., EWT, for Frank H. 
Lee Company, Danbury, Conn. 
Program will be “Mysteries of 
Crooked Square.” Agency is Wil- 
liam H. Weintraub & Co., New 
York. 

The Borden Company, New 
York, has appointed Kenyon & 
Eckhardt, New York, as agency 
for its new show on the Ameri- 
can Broadcasting Company (AA, 
June 1) to run from July 10 
through Aug. 27, through the re- 
mainder of the original “Jerry 
Wayne” contract. The seven-week 
show will be titled “Borden County 
Fair” and will be heard Tuesday, 
7:30-8 p.m., EWT. 

When Coca-Cola Company 


Philco Corporation. Hires agency 


moves ‘Victory Parade of Spot- 


light Bands” June 18 from the 
American Broadcasting Company 
to MBS, the show will be heard 
on 240 stations twice weekly, 
9:30-10 p.m., EWT. Mutual was 
unable to clear that time Fridays, 
already occupied by the Pharmaco, 
Inc., show, ‘Double or Nothing.” 


Standard Brands Shifts 


Standard Brands, New York, 
also plans a network shift July 
15 when it moves “One Man’s 
Family” for Tender Leaf tea and 
Royal desserts from Tuesday, 
7:30-8 p.m., EWT, on the Ameri- 
can Broadcasting Company to the 
full NBC network, Sunday, 3:30- 
4 p.m., EWT. Agency is J. Wal- 
ter Thompson Company, New 
York. 

Summer series for the 167 Elec- 
tric Light & Power Companies’ 
“Electric Hour” on CBS Sunday 
afternoons at 1:30 will star Felix 


VHS may be 


your answer... 


TOP pacing the floor . . . you ought to be in pic- 
tures! 


You don’t need a Hollywood face to cash in on the 
SELLING pull you get with motion picture adver- 
tising. It’s one of today’s most powerful, most profit- 
able sales promotions. Tested, proven! In just one 
minute your entire sales story is told by living actors 
.... your product is shown in its best light—in ac- 
tual use... ..in up to 11,000 key theatres strategically 
located throughout the country. Or as few theatres as 
you need. That’s local or national coverage .... with 
no shortages! 

All your audience gets all your message, as they sit 
comfortably, receptively and undistracted. That’s 
100% attention... . 100% listenership. And that 
creates a powerful, immediate demand for your 
product! 

Thirty years of pioneering leadership with these 
movies stand behind our service. That’s your guar- 
. . the kind 
that gets results! What’s more, you get the benefit of 


antee of outstanding, honest service . . 


extensive market data and professional production 
facilities . . . . and we take care of all planning, 
shooting, scheduling and billing. 

Sounds expensive and complicated? You'll be 


pleasantly shocked when you get the facts about this 


MOTION PICTURE | 
ADVERTISING SERVICE CO., INC. 


Home Office: 1032 Carondelet St., New Orleans 13, La. 
Eastern National Sales Office: 


| Valley Sheriff,” will continue ip 


Advertising Age, June 11, i945 


Knight and Francia White, ;._J 
placing Nelson Eddy for ten wees 
effective July 8. Agency is N w 
Ayer & Son. 


Drops ‘Counterspy’ 


Mail Pouch Tobacco Company, 
Wheeling, W. Va., is dropp ng 
“Counterspy,” Wednesday, 8:°- 
9 p.m., EWT, on the full Blue 
network of the American Broad- 
casting Company, and will re. 
place it with “Sportsmen Club.” 
a hunting-fishing show, during the 
summer. Agency is Walker 4% 
Downing, Pittsburgh. 


Pacific Borax to Blue 


Pacific Coast Borax Company. 
New York, after almost four year, 
on CBS, is leaving that network 
June 21, and the following week 
will start on the full Blue network 
of the American Broadcasting 
Company, Friday, 9:30-10 p.m. 
EWT. The program, titled “Death 


the same dramatic format. Agency 
is McCann-Erickson, New York. 


Philco Plans Participation 


Philco Corporation, Philadel- 
phia, is planning to sponsor a 
quarter-hour st~zment of. the 
“Breakfast Club” on the Blue net- 
work, heard six times a week, 8 
to 9 am., CWT. Quarter-hour 
portions are now being sponsored 
by Swift & Co., Chicago, and by 
Kellogg Company, Battle Creek 
Mich. Agency for Philco is Hut- 
chins Advertising Company, Phila 
delphia. 


Form Pacific Designers 
George A. Spielman, presiden 

of Spielman-Wicks, Los Angele 

art service, and Leonard A. 


| Wheeler, formerly advertising 


manager of a tool company, have 
formed Pacific Designers, Los An- 
geles, industrial design firm. 


Lelong Appoints Grey 


Lucien Lelong, Inc., Chicago 


|cosmetics maker, has appointed 
|Grey Advertising Agency, New 


York, to handle its account. 


Put Your 
Advertising Dollars 


WHERE THEY COUNT! 


Oklahoma's No. 1 Market 
INCLUDES — 
© 34°, of State’s Land Area 


© 47.8°, of State’s Populatic: 
® 48°, of State’s Retail Sale 


BLANKETED ONLY 8° 


KVOO 


(a cleared channel stati>”) 


Plus rich bonus counties in Ko 5 Of 
Missouri and Arkansas. 


70 East 45th St., New York 17, N. Y. id 

amazing medium. Write or call any of these offices e i 
for information now... . no obligation, of course. 

“3 ee . . UNITED FILM SERVICE, INC. 

Home Office: 2449 Charlotte St., Kansas City 8, Mo. : 

Western National Sales Office: . 

333 No. Michigan Ave., Chicago 1, Ill. u ( 


Edward Petry & Co., Nat'l. Re 
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Of all the magazines which 
us, The United States 
the one I eagerly await. 

idence in your opinions and 
i articles is complete." 


M. Arndt 
J. M. Arndt 
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In the course of a year 35,800 sub- 
scribers to The United States News visit 
New York City (most of them averaging 
more than 4 business trips) many of them 


being accompanied by their wives .. . 


This large segment of America’s Quality Market 
spends in New York City alone 


$5,000,000... for hotel accomodations 


$6,000,000 ...for theatre tickets and 
other entertainment 


$15,000,000 ... for shopping at the better 
stores. 


Detailed results of survey made by Fact Finders, 
1945, will be mailed to you on request if you will 
ask for a copy of ‘‘$26,000,000 Is Not Hay”...... 


The 35.800 subscribers who visit New York are exclusive of 
subscribers living in New York, New Jersey and Connecticut. 
Of course many of them (and others) are constantly traveling 
to other cities from coast to coast patronizing the best travel 
services, the best hotels and making purchases of all kinds at 


the better shops. 


> 


(200,000 GUARANTEE 


The Direct Route to 


those who O.K. both 


corporate and family buying 


30 Rockefeller Plaza, New York 20, N.Y 


- Read by 1000000 men & women m Quality Street 
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A Contribution to Confidence 
Most business opinion leans|serious time lag. 


strongly to the belief that after 
the difficult and delicate task of 
reconversion has been completed, 
the United States will experience 
rapid business expansion, and that 
the postwar years following V-J 
Day may have volume of boom 
proportions, based on all previous 
peacetime records. 

On the other hand, there is a 
minority, including some experi- 
enced and able analysts, who be- 
lieve that the elimination of war 
production, accompanied by wide- 
spread unemployment of consider- 
able duration, will produce a de- 
flationary situation which will 
tend to destroy confidence on the 
part of both business and the 
public, making a resumption of 
peacetime prosperity of enduring 
character a difficult task. 

We are strongly of the opinion 
that every factor necessary for 
prosperity will be present when 
the war is over, but we recognize 
also the danger of a change in 
the public psychology which might 
accompany any important period 
of unemployment. Some observ- 
ers predict that within the next 
six months 6,000,000 or 7,000,000 
people will be out of work, by rea- 
son of the conclusion or cancella- 
tion of war contracts, amd that the 
reconversion program will not be 
completed fast enough to absorb 
these people into civilian produc- 
tion and distribution without a 


Physical Side 


Some recent comments by Alvin 
E. Dodd, able president of the 
American Management Associa- 
tion, on the subject of improved 
methods of distribution, reminded 
us of the fact that a great many 
people engaged in marketing on 
the advertising, selling and sales 
promotion side often overlook the 
importance of the purely physical 
operations which make up the dis- 
tribution process. 

“Rationalization of marketing 
procedures aimed at reducing sell- 
ng costs was making an encourag- 
start in 1940,” Mr. Dodds 
“Marketing organizations 
nowhere near the level of ef- 


re- 
S 


Calls. 


are 


ficiency generally forced on pro- 
duction department [There is] 
a very earnest desire to reduce 


selling costs by throwing out many 
the illogical procedures in 
warehousing, shipping, site selec- 
tion and advertising that existed 


of 


velopment, whose activities; in- 
cluding broad research on both a 
national and local scale, have done 


enterprise throughout American 
business, has a great opportunity 


plans which have been made in 
practically all fields for the ex- 
pansion of operations and increase 


prewar records. 

General release of this informa- 
cluding those whose jobs 
surance of opportunity in the fu- 


ture, and of the determination of 
business to provide employment 


dustry and for veterans returning 
from military service. 

At the same time the thousands 
of employe magazines, which have 
done a great job in stimulating 
war production, should continue 
to circulate to those who have 
been on the payrolls, even though 
temporarily separated from them, 
so that both present and former 
employes will get a clear picture 
of the business expansion planned 
for the immediate future. That 
too would be a real contribution 
to confidence on the part of those 
who will need it most. 


of Distribution 


prior to the war.” 

| Advertising and the other pro- 
|motional activities are very much 
| in the open, subject to the exami- 
nation and criticism of all who 
'are interested in them. But many 
‘of the other factors in distribu- 
\tion, such as the cost of moving 
goods in and out of warehouses 
and wholesale plants, have re- 
ceived relatively little attention. 
For that reason we have been im- 
with the work which is 
being done organizations like 
the National Wholesale Druggists’ 
Association, which has set up a 


pressed 
by 


model wholesaling operation, cal- 
culated definitely to reduce the 
cost of filling an order from 


wholesale stocks. 

We need more efficiency in ad- 
vertising and selling, but we need 
even more in the purely physical 
functions which represent most 
distribution costs. 


That is why it seems to us that 
the Committee for Economic De- | 


so much to stimulate the spirit of | 


to maintain public morale by re- | 
leasing information regarding the | 


of employment as compared with | 


tion would convince everyone, in- | 
have | 
temporarily vanished, of the as- | 


for those released from war in-| 


| 


| "| hate to brag, but it's my copy 


—Land O’ Lakes Creameries, Inc. 


that's putting this campaign over!" 


‘Revised Values 

Some weeks ago ADVERTISING 
AGE reported the Clara Harris Cos- 
metics search for the loveliest lips 
|in the land, via a $5,000 contest 


Look Lady 
YOU CAN NOW HAVE 


NYLONS 


and no fooling 


On April ist we offered $5,000.00 ter 
photos of the Loveliest Lips in the Land 
. »» photos we could use to illustrate our 
| national advertismg. The entries came 

ng in. Came also the suggestion 
that we had “fenced out” thousands who 
weren't “Miss Americas.” With it was 
the request that we figure out some way 
to let everyone participate . that we 
also offer prizes for the best letters of 
| comment on how wonderful Clara Har- 
| ris Cosmetics really are. 


Our answer was OK. LADY, ITS A 
| DEAL. So on May 6th we offered 
TWO WAYS TO WIN TEN THOU- 
SAND DOLLARS. Five Thousand for 
| photos of the Lpveliest Lips in the Land 
and $5,000.00 more for the most 
interesting comments on Clara Harns 
Cosmetics. NOW in appreciation of the 
| way this contest is being received we 
| are making it even more sensational 
| In addition to the TEN THOUSAND 
DOLLARS in cash and product prizes. 
| the first five winners in each phase of 
this contest will receive, not ONE, but 
TWO pairs of priceless NYLON hose 
as a special gift from Clara Harris. 
Go to your nearest Drug Store where 
Clara Harris Cosmetics are soki and 
get your free copy of the folder “Two 
Ways to Win TEN THOUSAND 
DOLLARS.” It gives fall details on 
the year. 


Clara Harris 


Cosmetics 


Matching Shades of Matchless Make-up 


AT BETTER PRUG STORES ONLY 


thes contest sensation of 


which has now developed into a 


| will presumably take care of those 
ladies who may not have lovely 
lips but who wield a proficient pen 
,and can write the best letters on 
the wonders of Clara Harris cos- 
metics. 

Even in these days, $10,000 
sounds like a pretty good induce- 
ment to owners of lovely lips and 


facile pens, but the company has|for the baffled civilian, a special | for Boys gives the answers 


now made the contest completely 
irresistible, as can be seen from 
the ad reproduced here, by adding 
two pairs of “priceless nylons” to 
the first five winners in each phase 
of the contest. 

If returns in the contest do not 
now reach an all-time high, our 
assessment of the relative value 
of $10,000 as against two pairs of 
nylon hose will be completely 
cockeyed. 


The Coy Approach 

One of Ad-libbing’s scouts has 
sent us a simulated handwritten 
note on a 3x5 white card which 
he plucked from his auto wind- 
shield on a downtown Chicago 
street the other day. It says: 

“I would like to buy this car 
I need it for my work. I will pay 


$10,000 contest—one-half of which | 


If you want to sell it call 


cash. 
me at Lon. 2937. Ask for Mary.” 

Ad-libbing is very unhappy to 
report that while there may be 


a Mary in the deal somewhere, 
the telephone number given is 
identified by the telephone com- 
pany as that assigned to Munsen 
Motors and Chicago Auto Mart, 
on Chicago’s north side. 


Jottings 

Ralph Edwards and his “Truth 
or Consequences” radio troupe, 
sponsored by Procter & Gamble 
Company, are batting 100% in 
breaking West Coast records for 
the sale of “E” bonds, both in per- 
sOnal appearance and in radio ap- 
peals. Total to date for the 
Mighty 7th is $6,816,750 —over 
95% of which have been $25 
bonds. The program has given 
shows in Bakersfield, Glendale 
and other West Coast cities, break- 
ing all previous records for bond 
| sales, despite the fact these cities 
usually have Hollywood stars for 
their bond shows... 

And the Hamilton County (Cin- 
cinnati) war bond committee has 
|added a new twist to war bond 
promotions with a series of post 
card mailings to war bond solici- 
tors in the area, featuring cracks 
| by one Kiyoshi Suyakiy a toothy 
Jap comic character who usually 
does his stuff in the Leatherneck 
magazine. Ralph H. Jones Com- 
pany is the county’s agency... 

Latest effect of the war in this 
country and probably a “first” is 
the new timetable for miltary per- 
sonnel put out by Frisco Lines, St. 
|Louis. Prepared for servicemen 
|and women used to the 24-hour 
|time system, the timetable tells 
| you the train for St. Louis departs 
at 1520 hours—that’s 3:20 p. m. 


| 24-hour clock in the timetable ex- 
plains. And maybe the influence 
| will start all of us saying we go 
|to work daily at 0900... 

WNAC and the Yankee Network 
gave a party for 50 teen agers at 
Hotel Puritan recently (was the 
hotel picked with special care?), 
as a psychological experiment to 
determine the likes and dislikes 
of this segment of the population. 


What they discovered: The teen 
agers like Bing Crosby, Perry 
Como and Dick Haymes better 


than they do Sinatra... 

Our Los Angeles scout reports 
that there are two signs on a gro- 
cery store at Vermont and Holly- 
wood Blvd. which cause passersby 
to make plenty of snide remarks. 
They are “Black’s Market,” and 
“Black Meat Market.” . . 
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The following documents 
be secured without charge {| 
companies sponsoring them, 


national advertiser or advertisin 
agency executive writing on hj 
business letterhead. 


No. 2514. In Public Service. 


In this brochure, the Corpy 
Christi Caller - Times presents jt 


public service record during thg 
Photographs illustrat, 


past year. 
the activities in the area the pa 
pers serve—recreational and in 


dustrial— and show the papers 


support, financially, and throug} 
their news and editorial pages, 9 
community interests. 


No. 2415. America’s Negro Mar 
ket Is Growing. 


The David J. Sullivan Negr{ 


Market Organization has issue 
this folder, which gives an up-to 
date picture of the Negro marke 
with 1944 population figures an 
income, and 1943 Negro consume 
expenditures. The Sullivan or 
ganization’s services in marketin 
research, advertising and publi 
relations are outlined. 


No. 2416. Brand New-s 
Johnstown, Pa. 


The Johnstown Tribune Pub 
lishing Company, publisher of th 
morning Democrat and evenin 
Tribune, has issued this survey « 
brand preferences in Johnstow 
Pa., analyzing consumer likes an 
dislikes for 117 different classi 
fications of merchandise. 


No. 2486. The Rock Island-Moli 
Grocery Story. 


The Rock Island Argus and M 
line Dispatch have issued th 
folder, which, in a table of 
metropolitan districts in TIllinoi 
Iowa, Missouri and Nebrask 
shows the Tri-Cities (Rock Isla 
and Moline, Ill., and Davenpor 
Ia.) sixth in food sales, 52.7% ¢ 
which are credited to the Roa 
Island - Moline zone. Figures a! 
given for principal shopping da 
for grocery products, and an a 
vertising volume record for loc 
grocers is included. 


No. 2469. Vitamin Questionnai 

Hospital Management, in t! 
booklet, reports on the answers 
a questionnaire which was sent 
520 hospitals of 200 beds or ové 
and was distributed geographical 
to represent all sections of t 
country. The report shows th 
81.7% of the physicians practici 


fror 


in these hospitals prescribe vit 
min products, and it lists typ 
most frequently used, and answe 
questions on pharmacy stoe 
sources of supply, method of 4 
ministration, etc. 
No. 2494. Eight Answers to Eig 
Questions. 
In this brochure the Ope) Ro 


of questions covering the poll 
| tion’s background, circulati 
| scription methods, reader i 
|etc. The material include: 2 ! 
of products and_ service 
using Open Road, with thei 
cies, and a report on a 
among subscribers showin 
boys will buy first after the 


| No. 2502. Summary of a 
on Blankets. 


Linens & Domestics, 
_merchandising publication, 
|sued this report of retail 
opinion, in which blanket 
state their preferences in 
colors, price lines, styles 
|aging and merchandisin;s 
|study contains numerous 
indicating trends in the: 
| jects. 
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CBS Names New 
General Manager; 
Adds 3 Directors 


pS New York, June 6.—Frank 
4 Stanton, vice-president of Colum- 
pia Broadcasting System, has been 


Ss avgnamed general 
> frommanager and 
m. oggelected to the 
by anya boé ‘d of direc- 
rtisinda tO? of the com- 
vo Sipany, Paul W. 
on hig%kesten, execu- 


tive vice-presi- 

dent, announced 
e. aed 

yesterday fol- 


Corpu 


lowing a meet- 
ents it@ing of the board. 
lustratqg Ream, Vvice- Frank Stanton 
the pa president and ‘ 
nd in secretary, and Frank K. White, 


vice-president and treasurer, were 


Papers#.ico elected to the CBS _ board, 


throug! which now 
Ages, 0 totals 14 mem- 
bers. All three 
of the new di- 
o Mar rectors have 


served as senior 
vice - presidents 


Negrq 
Leaeaal ~~" eral 
} Up-00 The CBS 


marke 
res an 
ynsume 
fan or 
rketing 
publi 


board accepted 
the resignation 
asadirector 
of Comdr. Mef- 
ford R. Run- 
yon, who will become execu- 
live vice-president and a director 


Joseph H. Ream 


f Columbia Recording Corpora- | 
tion, CBS sub- . " 
sidiary, with 
_Bbeadquarters in 
ie Pub™sridgeport, 


-s fror 


r of th@Conn., July 1. 
evenin Born in Mus- 
urvey ¢ .egon, Mich., in 
instowr™ 1908, Dr. Stan- 
‘kes ang0n is one of 
re the youngest 
najor execu- 
tives in radio 
and is well 
1-Moli known for his Frank K. White 
radio research 
and Mo™work. Joining CBS in 1935 as re- 
ied =thi§search director, he was a member 
le of @of the department of psychology 


Tllinoiff°’f Ohio State University, from 
ackgavoich he obtained his M.A. and 

Yebrask ht deere 

‘ Isla C©BTEES. 

avenpor Headed CBS Advertising 


52.7% 4 
he Rog 
gures al 
ying da 
d an ad 
for loc 


During 1941-1942, Dr. Stanton 
was director of advertising for 
‘BS and was named vice-presi- 
dent in 1942. Since the start of 
the war, he has served as con- 
sultant to the Office of Facts and 
Figures, now the OW], 


War ‘ 


tionnai Because of his extensive re- 
in tl earch experience, Dr. Stanton 
“gas associate director, Office of 
poe Radio Research, Princeton Uni- 
is se 


versity, 1937-1940, and a member 
f the advisory committee of 
Columbia University’s Office of 
Radio Research, 1940-1944. With 
Dr. Paul Lazarsfeld of Columbia, 
Dr. Stanton is co-developer of the 


} or ove 
-aphical 
s of 
iows th 
practicil 
ribe 
ists 


ludience reaction to programs. 


d an leading the network’s legal de- 
y ‘wCSiibartment for ten years. He was 
od of a@#amed secretary in 1938. Mr. White 
joined the network in 1937 as 
_geasurer, becoming vice-president 

s to Ewan 1942, 


Comdr. Runyon, granted a 
ype Rot fave of absence from CBS in 


lieutenant commander, was 


e pubgwith the network as_ treasurer, 
ati ““ycc-president and director, suc- 
r intereggce ely. He joined the network 
ides a UMM 1931, 

he 

a 

vin 

the 

a 

on, 

etal 

at of one of the 

in greatest 

rles 


post-war industries 


sty oe 


aoe ee 
62 Wall St., New York 


and is| 
onsultant to the Secretary of | 


Marts Drop Exhibits 


The Merchandise Mart and the 
American Furniture Mart, Chi- 
cago, have canceled their custom- 
ary furniture and home furnish- 
ings shows scheduled for July in 
a joint action based on a canvass 
of exhibitors, retail associations 
and the trade group. Although 
dealers voted preponderantly in 
favor of the events, manufacturers 
were four to one against them. 
Merchandise shortages and travel 
restrictions made the shows in- 
advisable. 


Kendall Joins Gotham 


Robert F. Kendall, formerly of 
Kendall & De Filippes, New York, 
has joined Gotham Advertising 
Company, New York, in an execu- 
tive capacity. Accounts formerly 
served by the disbanded Kendall 
& De Filippes agency are now be- 
ing handled by Gotham. 


Berry Joins JWT 


P. N. Berry, formerly southern 
division sales manager of De Soto 
division of Chrysler Corporation, 


has joined J. Walter Thompson 
Company in Detroit, as assistant 
account executive serving Ford 
branch and dealer accounts. 


Heads Circulation Group 


H. F. Gates, circulation man- 
ager of the Vancouver Sun, has 
been elected president of the Pa- 
cific Northwest Circulation Man- 
agers’ Association. Others elected 
include: Hunt Clark, Statesman, 
Salem, Ore., list vice-president; 
Arne Stommer, Register - Guard, 
Eugene, Ore., 2nd vice-president, 
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and David H. Smith, Portland, 
secretary-treasurer. 


Buy Arts Building 

Charles Wilhelm, president, 
Lincoln Photo-Engraving Com- 
pany; Joseph Schwartz, treasurer 
of Wescott & Thomson, Inc., and 
Samuel. A. Dalton, president, 
Typographic Service, Inc., all of 
Philadelphia, have purchased the 
Pitcairn building, 11th and Arch 
Sts., Philadelphia, to house the 
three firms plus several others in 
the graphic arts field. 


_ _ these silos stretch the rich acres of the Mississippi valley. 


And in the industrial centers surrounded by those fertile fields stand the 


smokestacks of Case, and Deere, International Harvester, and Minneapolis 


Moline — makers of the mechanical muscles which work the broad acres. 


Again...among these industrial partners of agriculture Business Week, 


week in week out, is counseling, informing 127 management-men 


Mr. Ream joined CBS in 1934, | 


Sepiember, 1942, to join the Navy | 


subscribers and 400 fellow-executive readers— at production headquarters 


rogram analyzer, which measures | 


and key points throughout the nation. At the smokestacks behind the 


| 


of many men’s success. 


You have many things to say to management-men 


you find in the fruits of a management-man’s labor the seeds 


and one best place to 


haystacks you'll find Business Week at work ...as it always is, wherever 


say them 
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AFA Reveals 1945 |: the Advertising Club’ of the 
| Columbus Chamber of Commerce, 
Ad Club Awards | with special mention = ad 
|groups in Cincinnati and Hous- 

| ton. 
for War Ad Work .| In cities of less than 300,000 
New York, June 7.—The Mil-| population, the Advertising Club 
waukee Advertising Club, the Ad-|of Worcester came second to 
vertising Club of Springfield,| Springfield, Mass., with special 
Mass., and the Women’s Adver-;mention to Birmingham and 
tising Club of Cleveland have been| Peoria clubs. In the third cate- 
. named top winners of the 1945|gory—-women’s advertising clubs 


awards for club achievement) —first went to Cleveland, second 
sponsored for the past five years| to St. Louis, and special mention 


.* by the Advertising Federation of|to Washington, D. C., and Los 
>, % America, and for the last three | Angeles. ; 
by years based on war advertising| Chairman of the jury was Wil- 


activities. jliam B. Carr of Time, with other 

Based on the scope of activity,; members including Lt. Comdr. 
creative skill and originality dis-'| Holman Faust, Mitchell-Faust Ad- 
played in the promotion and on/vertising Company, Chicago; Rich- 
results obtained, the awards to|ard D. Mathewson, program man- 
cities of more than 300,000 popu-| ager, OWI; Dorothy Shaver, Lord 


lation went to Milwaukee, second|& Taylor, New York department 


store, and T. S. Repplier, execu- 


tive director, War Advertising 
Council. 
Hilborn Rejoins Hill 


Cc. E. Hilborn has rejoined the 
copy department of W. S. Hill 
Company, Pittsburgh. Mr. Hilborn 
was with Hill in the ’30’s and for 
the past 10 years has been teach- 
ing at Duquesne University. 


Promote New Belt 

The Stratoline division of S. 
Buchsbaum & Co., Chicago, has 
launched an intensified campaign 
featuring its new Stratoline belt, 
said by Buchsbaum to be the only 
radical change in belt construc- 
tion in 40. years. Media include 
newspapers, spot announcements 
and window displays. 


Washington Power 
Firms Plan 6-Year 
Drive for State 


Omaha, June 5.—Four power 
companies in the state of Wash- 
ington are spending about $75,000 
this year through Bozell & Jacobs | 
here on a year-round national ad- | 
vertising campaign to boost their | 
state as a land of almost unlimited | 


business opportunity. Qze== ex: © “er 
Begun last year, the campaign @ua= Once: of2 o== 

calls for a series of six full-page iyi 

insertions this year to run in The} ONE OF SERIES—Timber is spot. 


Atlantic, Business Week, Fortune,| lighted in this copy, which is one of , 
Harper’s Magazine, Manufacturers | series of ads in which the natura! re. 
Record and Modern Industry, and| sources and industries of the state of 
1,000-line ads in the following| Washington are enumerated. Copy 
newspapers: Herald Tribune,| carries the signatures of four Pacific 
Journal of Commerce, Times and Northwest utility companies. 


WAAT delivers 


more listeners per dollar | 


in America’s 4™ Largest Market 


than any other 


including all 50.000 watters!” 


Do you realize this market contains over 3% million peo yle: more than these 14 
cities combined: — kansas City, Indianapolis, Rochester. Denver. Atlanta. Dallas. 
Toledo, Omaha, Syracuse, Richmond, Hartford, Des Moines. Spokane, Fort Wayne. 


station — 


*See Latest Surveys! Check Availabilities! 


National Representatives: Radio Advertising Co. 


970 KC 
NEWARK, 
N. Be 


Wall Street Journal, New York: 
The Christian Science Monitor 
Post and Times-Herald, Washing- 
ton, D. C.; Chicago Journal of 
Commerce, and the Detroit News 
and Times. 

The four companies — North- 
western Electric Company, Pacific 
Power & Light Company, Puget 
Sound Power & Light Company 
and Washington Water Powe: 
Company—hope to continue the 
campaign for four more years. 
| Each ad emphasizes one of the 
|State’s advantages — young soil, 
|lumber, electric power, etc.—and 
|lists about 10 others, and each 
|carries the slogan, “Washington— 
|the State—Has Everything.” 

In addition to the campaign 
| through Bozell & Jacobs, the com- 
|panies are reprinting the ads fo 
|broad distribution, running the 
lads in state newspapers and the 
like. 


* 


‘Sloane Names Durstine 
W. & J. Sloane, New York, has 

|appointed Roy S. Durstine, Inc., 

New York, to handle advertising. 


ADIO STATION WOW, 
— JOHN J. GILLIN, JR., PRESIDE 


=? ia 
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G. I. Joe—hard-hitting, indestructible infantryman—the real SUN- 
DAY PUNCH of our land forces. 


FIRST 3 Markets Group delivers the real Sunday Punch in the three most 
important markets in the United States—a Sunday Punch with a 66.8% 
coverage of Metropolitan New York, Chicago and Philadelphia. 


FIRST 3 delivers its Sunday Punch through the impact of Roto- 
gravure and Colorgravure — the sections of highest reader traffic in 
the FIRST 3 Sunday newspapers in the FIRST 3 markets of America. 


Through FIRST 3 you can place your advertising message before a major 
segment of the families of FIRST 3’s greater market —a market representing 
40.1°7 of the total U.S. retail sales—42.4°7, of the food sales. 


Cover —conquer—take over your most important territory by 
giving your national advertising campaign the support of FIRST 3’s 
Sunday Punch—a total circulation in excess of 6 MILLION. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retegravure « Colorgravwte 


= THE GROUP WITH THE SUNDAY PUNCH 


; News Building, 220 East 42nd Street, New York City 17, VAnderbilt 6-4894 
Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 
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IGA Plans School 
for Grocers; to 
Find Them Stores 


Chicago, June 5.—To train fu- 
ture independent store owners, in- 
cluding war veterans, and place 
them in business, the Independent 
Grocers’ Alliance will open a 
training school here the last week 
in June, according to J. Frank 
Grimes, IGA president. 

With each class limited to 30 
trainees, membership will be com- 
prised of 10 managers now 
employed in either chain or inde- 
pendent stores, 10 war veterans 
recommended by the War Veter- 
ans Bureau, and 10 from the gen- 
eral public, obtained through 
newspaper ads. 

Lectures will be held at IGA 


|headquarters, 309 W. Jackson 
|Blvd., and laboratory work will 
|be done at various IGA stores. In- 
structions will embrace aspects of 
food merchandising, including 
meat cutting and display, handling 
of fresh fruits and vegetables 
and merchandising frozen foods. 


Bank to Arrange Loans 


Following the six-week course, 
qualified students will have stores 
selected for them and will be able 
to go into business for themselves. 
Students unable to finance their 
own stores will be assisted by a 
Chicago bank. 

Similar schools are being 
planned for Boston, Seattle and 
several other U. S. cities after the 
general pattern has been set in 
Chicago. There will be an in- 
terval of a month between schools. 
The Chicago school will be under 
the direction of Prof. Ira D. An- 


derson of Northwestern Univers- 
ity’s School of Commerce. It is 
expected that instructors from 
Harvard School of Business will 
handle the Boston school, and in- 
structors from Washington Uni- 
versity will take charge of the 
Seattle school. 

Radical changes expected in 
food distribution after the war 
will be given special attention in 
the schools, Mr. Grimes said. Em- 
phasis will be placed on the han- 
dling and merchandising of frozen 
foods, a field which IGA is already 
developing (AA, June 4). 


Joins McCann-Erickson 


Joseph M. Jones, sales promo- 
tion manager of Walker & Co., 
Detroit, has been appointed man- 
ager of the outdoor department 
of McCann-Erickson, Inc., New 
York. 


Pullman Series 


Stresses Care 
of U.S. Wounded 


Chicago, June 6.—Using actual 
photographs of wounded men 
aboard hospital trains, the Pull- 
man Company’s latest series of ad- 
vertisements stresses the excep- 
tional care given U. S. wounded. 

With such headlines as “The 
best cared for wounded in the 
world” and “The Purple Heart 
Limited,” the advertisements praise 
the work of the Army Medical 
Corps, Army nurses, general hos- 
pitals and “Pullman’s part . . 
providing sleeping cars to supple- 
ment the Army’s special hospital 
trains.” They are appearing in 
national magazines. 

The ads also point out that this 


NEW YORK 
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awe? “ OVER 100 VEaAns ¢ 
s FoR ST. 1@37. 
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PRESERVING 
TRADE NAME 
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CLEVELAND 


VALUE... 


Consistently and persistently, 


month after month, the name 


SSS RHFINGOLD is displayed to con- 


sumers in the areas served by that excellent product 


—on poster panels, on transportation lines and at 


retail outlets. Keeping an established trade name 


everlastingly alive in the minds of shoppers is smart 


merchandising that will pay big dividends during 


the coming postwar period of keen competition. 


We can help you with YOUR display advertising. 


“My beer is 
RHEINGOLD- 


CHICAGO 


ROCHESTER 


Advertising Age, June 11, 1945 


“How you doing, soldier 2” 


PULLMAN “3.35 2=" 


PICTURE STORY — Pullman Co., Chi. 

| cago, is pointing out the care given 

transportation of wounded troops in it; 

current magazine ads of which this js 
one. 


necessary war work cuts down the 
number of cars available for civil. 
ian transportation, and ask the 
public to understand when reser. 
vations wanted are not available, 
The photographs used in the 
|series were approved by the War 
Department, as was each ad in 
layout and copy form. 
| Young & Rubicam, Chicago, is 
the agency. 


Reiss, Shannon to GMIC 


| §. V. Reiss, formerly director o: 
research of Cudahy Packing Com- 
pany, Chicago, has been appointed 

|to head the research department 

|of the Grocery Manufacturers’ In- 
| formation Council, New York. He 

was connected with the OPA f 
two years, during a leave of ab- 
|}sence from Cudahy. 

Homer W. Shannon, recent); 
with the Navy, and previously di- 
‘rector of public relations of thé 
| Research Institute of America, ha: 
|joined the council’s public rela- 
| tions staff. 


INDUSTAU 


NEW BEDFORD 


(31% 


INDUSTRIAL 


49% 


TEXTILE 


Back in 1929, the Tex- 
tile Industry accounted 
for 80% of all New 
Bedford’s industries. 
New manufacturers | 
came to New Bedford | 
others expanded and 
today these new indus 
tries make up 51% of 
the city’s total. 

The New Bedford mar 
ket is no longer de 
pendent on any ONE | 
industry for income | 


Employment now anc | 
after the war for thou | 
sands of families is as 
sured by these diversi 
tied industries. 
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CHICAGO DAILY NEWS 


FOR 69 YEARS 
CHICAGO'S HO 
ME N 
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5-Point Program 
for World Trade 


Presented by CED 


New York, June 5.—The re- 
search committee of the Commit- 
tee for Economic Development 
has listed five recommendations 
to aid foreign trade as a factor 
in maintaining high level postwar 
employment, in a policy statement 
on international trade, foreign in- 
vestment and domestic employ- 
ment. 

The statement, based on a year- 
long study by the research group, 
under the chairmanship of Ralph 
E. Flanders, president of the Fed- 


eral Reserve Bank of Boston, 
points out that “international trade 
is a two-way street, and by freely 
exchanging the products which 
each country is best suited to pro- 
duce we can achieve mutually 
higher standards of living.” 


High Level Employment 


The 
are: 

“1. An intensive effort by busi- 
ness, government and labor to 
achieve quickly a high level of 
productive postwar employment 
within the United States. 

“2. Prompt and final settle- 
ment of war debts and other in- 
ternational obligations. These 
measures should include: 

(a) Repeal of the Johnson 
Act which forbids private loans 
to the governments of nations now 
in default. 

(b) Prompt settlement of all 


specific recommendations 


net obligations arising out of war- 
time lend-lease operations. 

(c) Where cancellation of any 
of these lend-lease obligations is 
the most effective method of set- 
tlement ... this should be done 
with the understanding that the 
master agreements remain in 
force. 


End Trade Barriers 


“3. Reduction or elimination 
of purely artificial barriers to 
world trade, whether these be tar- 
iffs, import quotas, exchange con- 
trols or restrictive business agree- 
ments. Also similar removal of 
wartime controls ... at the earliest 
possible moment. 

“4. In the field of finance the 
committee would place the inter- 
national movement of capital, both 
public and private, on an economic 
basis by: 

(a) Avoiding the export of 


capital merely as a device for 
gaining temporary employment at 
home. Such exports should 
strengthen productivity so as to 
gain mutual benefits in more goods 
and a higher standard of living. 


Supports Export-Import Bank 


(b) Utilizing the Export-Im- 
port Bank for financing desirable 
transactions beyond the means of 
private funds. 

(c) Contributing outright to 
those organizations which Con- 
gress may designate to help in 
relief and rehabilitation, but not 
to make gifts which are disguised 
as loans. 

“5. The committee urges Amer- 
ican cooperation with other coun- 
tries through membership in such 
official international organizations 
as are set up to facilitate and 
expand world commerce, health, 
education, the arts, and other ele- 


that’s now sixth in the 


Today’s Daily Double. Baltimore 
and the Baltimore News-Post. A city 


United States 


and going to stay there. A newspaper 
that for 17 years has set the pace in 
reader popularity with the biggest 


circulation in Baltimore. 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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ments in a higher world standard 
of living.” 

Advertising and merchandis) .g 
executives on the research com- 
mittee include William Benton, 
Encyclopedia Britannica, Inc., 
Gardner Cowles, Des Moines Re,.- 
ister and Tribune, and Raymod 
Rubicam. 


Farmer Co-ops Hit 
$5 Billion in ‘44 


Most recent statistics of the 
Farm Credit Administration show 
that there are 4,390,000 members 
of 10,300 farmer cooperative as- 
sociations, who in 1944 did a busi- 
ness of $5,160,000,000, Maurice 
Wieting, special assistant with the 
National Council of Farmer Coop- 
eratives, told a round table on co- 
operatives at the spring conference 
of the League for Industrial De- 
mocracy, held in New York re- 


cently. 

“Of that amount,” Mr. Wieting 
said, “$730,000,000 represented ac- 
tivities of purchasing cooperatives, 
the latter figure rising to $1,010,- 
000,000 when purchasing business 
of marketing associations is con- 
sidered.” 


Bryant Heater to 


Sponsor Pro Games 


The Bryant Heater Company 
has signed with Station WJW, 
Cleveland, for sponsorship of the 


/14 Cleveland Rams _ professional 
|football games. 
| will be played Sept. 2. 


Opening game 


Earl Harper, WJW sports direéc- 
tor, will describe the games on the 
air. The company entered sports 
via radio for the first time this 
year, when it sponsored hockey 
games also described by Mr. 
Harper. Fuller & Smith & Ross, 


| Cleveland, is the agency. 


Lithographers Elect 

William H. Walters, U. S. Print- 
ing & Lithographing Company, has 
been elected by the Lithographic 
Technical Foundation, New York, 
as secretary and director, succeed- 
ing William Ottman of the same 
company. W. H. Wadewitz, pres- 
ident of Western Printing & Lith- 
ographing Company, has been re- 
elected president for the coming 
year, with L. H. Jackson, Stecher- 
Traung Litho Corporation, and R. 
R. Heywood, head of his own firm 
of the same name, vice-president 
and treasurer respectively. 


Golden West to Knollin 


Golden West Brewing Company, 
Oakland, Cal., producer of Golden 
West beer and ale, has placed its 
account with the San Francisco 
office of Knollin Advertising 
Agency. 


| & COMPANY 
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Trade Ad Series 
Helps Stephenson 


Obtain New Lines 


New York, June 5.—By drama- 
tizing the various markets its 
salesmen cover, Stephenson Film 
Company has succeeded, through 
a series of full-page trade publica- 
tion advertisements, in obtaining 
additional lines to distribute 
throughout the South. 

Using a map of the South, each 
ad in the series spotlights an im- 
portant city in that section, includ- 
ing New Orleans, Birmingham, 
Norfolk, Oklahoma City, Houston 
and others. A typical ad asks, “Is 
your product selling in New Or- 
leans?” Opposite a view of the 
French quarter is shown a list of 
interesting facts about New Or- 
leans, and this is accompanied by 
strong selling copy on the potenti- 
alities of the market. A concluding 
paragraph points out that Stephen- 


sell all southern 


salesmen 
photographic outlets “completely, 
effectively.” 

The company says that although 
the series has been running only 
a short time, it has already ob- 
tained desirable lines to distribute 


son 


throughout the South. In addi- 
tion, chambers of commerce and 
local business men in the territory 
have commended Stephenson for 
promoting their own communities. 

Ray-Hirsch Company, New York, 
is the Stephenson agency. 


Joins Koppe & Co. 


N. De Filippes, formerly with 
Kendall & De Filippes, New York 
export agency, has been appointed 
vice-president of S. S. Koppe & 
Co., American and Canadian rep- 
resentative of newspapers and 
magazines published in foreign 
countries. Mr. De Filippes was for 
17 years treasurer and director of 
planning and media of Foreign 
Advertising & Service Bureau, 
New York agency. 


WGN Plans Chain 
of 5 FM Stations 


Chicago, June 6.—In what is 
said to be the first move to pro- 
vide the Midwest with a fre- 
quency modulation network, WGN, 
Inc., has filed applications with 
the FCC for four FM stations to 
be constructed in the Chicago 
service area. 

The four new stations, to be 
hooked up with WGNB, FM af- 
filiate of WGN, Chicago, in the 
proposed plan, would be con- 
structed in Milwaukee, Wis.; 
Peoria, Ill.; Fort Wayne, Ind., and 
Grand Rapids, Mich. Each station 
would serve its own community, 
while the network of stations 
would be available for an exchange 
of programs. 

Assignment tq@the frequency of 
45.9 megaeyclés, that on which 
WGNB operates, is asked for the 
proposed stations. Coverage of 
the new stations, which will op- 


erate in class B, is as follows: 
Milwaukee, 7,750 square miles; 
Peoria, 7,600; Fort Wayne, 7,850, 
and Grand Rapids, 6,850. 


Forms Rogers Chemical 

Rogers Chemical Company, new 
Detroit firm, will manufacture con- 
sumer products based on some of 
the wartime discoveries in the 
chemical field, such as DDT, ac- 
cording to Don Rogers, president 
of the company. Initial produc- 
tion will be restricted by limited 
supplies of materials. The com- 
pany has manufacturing facilities 
and offices at 9729 Conant St., De- 
troit, and will open branches in 
New York, Chicago and Los An- 
geles. 


Heads Sonotone Export 


Arthur M. Letts, assistant to the 
president and director of sales re- 
search of Sonotone Corporation, 
Elmsford, N. Y., has been elected 
vice-president and foreign sales 
manager. 


If you are looking for a hard-hitting team in a 


class-A league, join WSIX in Nashville. Your ad- 


vertising dollar will swat a homer every time it 


goes to bat. Here are the reasons: (I) A gain of 


81.5% in our all-day average Hooper during 


the two years ending in January. (2) The 


5! 


BATTING AVERAGE 


Graw - Hill Publishing Company, 
and Marine News Publishing Com- 
pany, has joined Muir & Co., New 
|/York agency, as production and 
traffic manager. H. Stirling Wat- 
lington, formerly with R. H. Macy 
|& Co., and Packard Motor Car 
|Company, has joined the agency as 
¢ O associate copy director. 


S 


best daytime Hooper of any Nashville station. 
(3) Top programs of both BLUE and MUTUAL. 
(4) A booming market in the heart of agricultural, 


industrial Tennessee. 


In WSIX's territory there 


are over a million potential buyers—all "big 


leaguers’ when it comes to spending money. 
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Colossal 


is the word for the Pacific 
War. It will call for huge 
amounts of supplies, most of 
which will require double 
and triple waterproof pack- 
aging to prevent ravages of 
mildew and dry rot. Every 
man out there needs 96 tons 
of supplies per year... 
which helps to explain why 
paper to pack and protect 
those supplies is a No. 1 war 
material shortage. That war 
paper doesn’t come back. . 
all the more reason why we 
at home should turn back 
for re-use every pound of 
paper we get. Start right 
now ... with this paper! 
Share it with others who 
may not be able to get a 
copy ... but be very sure 
that whoever is last in line 
turns it in for salvage, un- 
less it is to be preserved for 
reference, Then look around 
for bundles of old magazines 
in the attic, cellar or store- 
. room. Turn them in for the 
™ next collection. It’s one of 
the easiest, yet more impor- 
tant things you can do! 


Los Angeles Club Elects 


Edward Mills, vice-president of 
Van de Kamps Holland Dutch 
Bakers, Inc., has been elected 
|president of the Los Angeles Ad- 
|vertisimg Club. F. R. Kerman, 
'Pacific Mutual Life Insurance 
|Company, was named lst vice- 
| president; John R. Christie, adver- 
|tising director, Citizens National 
Trust & Savings Bank, 2nd vice- 
president, and T. L. Stromberger, 
West-Marquis, Inc., _ secretary- 
treasurer. 


Join Muir Agency 
John E. Mason, formerly of Mc- 


IN THE MID-WEST! 


That's the place to start 
your program of distribu- 
tion, advertising and 
sales. 


Take a GOOD look at 
MICHIGAN and INDI- 
ANA. These are your 
"Profit Markets" states. 


Securing distribution | 
non-metropolitan Mi-hi 
gan and Indiana is e2sy 


We will help you ge’ | 
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IS YOUR MIND A or vr 


by Channing Pollock 


Some people’s minds are haunted houses frightened by 
what may never happen, and wouldn’t matter anyway 
if it did. Flesh-and-blood misfortunes are less hard to 
bear than the shadows they cast before them, and the 
only non-existent things that need ever trouble us are 
the kind words that we didn’t speak, the generous acts 
we didn’t perform, and the brave deeds we didn’t do. 


ARE YOU LISTENING, MAMA? 


by Mary Margaret McBride 


With the first money I saved in 
New York I sent for Mama to 
come from our home farm for her 
first visit to the city. That was the 
startling beginning of an amazing 
experience. My city friends posi- 
tively fought to be with her. Every- 
one turned to her for comfort and 
strength. She confided to me that 
she believed most of them were 
downright homesick. It was a great 
adventure knowing Mama. 


WE ARE READY 
TO TAKE OVER THE WORLD 


by ALICE KROSS 
16-year-old Delegate to the Youth Conference 


OW WELL 
20 / KWOW 
MY CHIULOREN ? 
Lots of people talk about ‘‘youth”’ as 
if we were some special kind of crea- 
tures who can’t think for ourselves. 
We’re individuals. Deep in our hearts 
we are burning to learn, to succeed, 
to become wholesome, hard-working 
citizens of a democracy, with our 
share of those 60,000,000 jobs they 
promised after the war—sixty million 
00d jobs well done. 


The face that turned toward us when we stopped 
was very black. Link Potter was a Negro. “‘Link!”’ 
Pete shouted, almost jumping out of the car. ‘‘Link Potter! 
Home on furlough?”’ Link beamed—‘‘I’m home to stay. 

I kind of forgot to bring my leg back from over there in 
Italy. But they gave me a good leg in swap. Good as new!”’... 
“You get right into this car, Link Potter,’”’ Gram said, and then 
she turned to me—‘‘Link’s great grandfather is ninety-seven. 
He was a slave till Lincoln freed him.”’ 
Almost without knowing it, I found 
myself saying aloud, ‘‘Here is the 
whole history of America and 

the world, here in this little car, 
rolling along a prairie road.”’ 


by Donald G. Cooley 
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1 NEVER THOUGHT 
OF 17 THAT WAY 
BEFORE / 


GOOD NEWS FOR THE DEAF 


A relatively new operation on the inner ear is 
working miracle transformations. Deafened 
persons who have got along only with the help 
of hearing aids for twenty years have 
J been given ‘‘new ears’’ they never 
; is dreamed of. About 90% of the 
ae operations have been successful, 
and the hearing restoration is 

@, probably permanent. 


True Confessions tries, in the stories 
and articles that fill every issue, to 
give much help to many people. 
Look at any monthly table of con- 
tents—see the wide variety of prob- 
lemsimportant toaverage people 
that are always discussed in ‘“‘Your 
Magazine for a Better Life.’’ True 
Confessions is a great friend of the 
family in the good homes where you 
want to be known. 


True 


CONFESSIONS 


Bought at newsstands by 
2,000,000 women a month 
for the living service it gives 


FAWCETT PUBLICATIONS, INC., 295 Madison Ave., New York 17, N.Y., World’s Largest Publishers of Monthly Magazines 
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Building Layout Set 
Used by Chevrolet 


Chevrolet Motor Division, De- 
troit, has developed a _ three-di- 
mensional building layout set to 
help dealers in planning new retail 
sales and service buildings, or in 
revamping and expanding present 
quarters for postwar needs. 

The sets, produced under direc- 
tion of Ed Hedner, Chevrolet serv- 
ice director, will be displayed to 
the division’s 37 zone managers, 


who will offer them to dealers in 
their respective areas. 


‘Journal’ Uses Cartoons 


Cartoons by Crockett Johnson 
form the basis of a new Lddies’ 
Home Journal campaign currently 
running weekly in 17 newspapers 
in cities throughout the country. 
Copy theme is the differences in 
outlook, attitudes and buying 
habits of men and women. N. W. 
Ayer & Son, Philadelphia, is the 
agency. 


Write for 


For Best Results Advertise in— 


“CONCENTRATED” 
NEGRO MARKETS 


pra CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 


GEORGE T. HOPEWELL, 
NEW YORK OFFICE: 10! Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 


information: 
Exclusive Representatives 
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Canadian Press Group 
Elects A. S. Christie 


A. S. Christie, president, Na- 
tional Business Publications, Gard- 
envale, Que., has been elected 
president of Periodical Press As- 
sociation of Canada. Elected vice- 
presidents are: H. F. Weld, Far- 
mer’s Advocate, Toronto; H. L. 
Southall MacLean Publishing 
Company, Toronto; A. M. O’Mal- 
ley, Canadian Home Journal, and 
B. K. Sandwell, Saturday Night. 
T. J. Tobin, Canadian Country- 
man, is treasurer and I. D. Carson 
continues as executive vice-presi- 
dent and secretary. 

Newly-elected president of the 
Agricultural Press Association is 
H. F. Weld. Mr. Southall was 
named president of the Business 
Newspapers Association, and Mr. 
O’Malley is head of the Magazine 
Publishers Association. 


WKIX to CBS 


WKIX, Columbia, S. C., operat- 
ing on 1490 ke., 250 watts full 
time, joins CBS June 15 as an op- 
tional station. The station is 
owned by Inter-City Advertising 
Company. 


Four A’‘s Promotes 


4 Staff Executives 


New York, June 5.—Herald 
Beckjorden and Charles G. Lind- 
say, former staff executives of the 
American Association of Adver- 
tising Agencies, and Richard 
Turnbull, former assistant treas- 
urer of the Four A’s, have been 
appointed assistant executive sec- 
retaries, it has been announced 
by Frederic R. Gamble, president 
and executive secretary. 

Mr. Beckjorden, who has had 
more than seven years’ experience 
with advertising agencies, finan- 
cial agencies and publicity firms, 
came to the Four A’s in July, 
1944. His previous position was 
in the group relations department 
of the National Industrial Infor- 
mation Committee of the National 
Association of Manufacturers. 

Mr. Lindsay, who joined the 
Four A’s the first of this year, 
formerly held creative and execu- 
tive positions with Batten, Barton, 
Durstine & Osborn, Benton & 
Bowles and Ted Bates, Inc. 

With the association since Feb- 
ruary, 1926, Mr. Turnbull was 


WESTERN HOMETOWN SHARE OF RETAIL FOOD SALES 


( Outside of the six largest cities) 


THIS BILLION-DOLLAR FOOD MARKET 


can be covered only one way 


You should be selling twice as much FOOD in the Home- 
town Newspaper Market as in all other areas of the 
11 Western States. Outside of the six largest cities, this 


market amounts to 934 million dollars yearly. 


Hometown Daily Newspapers give you 70% coverage. 


S FF. 2 @ 


Our new booklet “How to Sell America’s Third Greatest 
Sales Area” will help you plan your sales. 


Write us for it today. Hometown Daily Newspaper Publishers, 
625 Market Street, San Francisco 5, California. 


| DAILY 
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© America’s THIRD GREATEST SALES AREA 
S .. . 6 BILLION A YEAR 


5 where two thirds of all retail sales 
} are made in the HOMETOWN MARKET 


STHE HOMETOWN 


NEWSPAPER 


covers this primary market 


Advertising Age, June 11, 1945 


formerly engaged in export ang 
import banking with the Lin. ojpy 
Trust Company, New York. His 
position of assistant treaswrer 


Herald Beckjorden Charles G. Lindsay 


age 


Richard Turnbull O. Karl Giesen 


which he has held for more than 
two years, will be filled by O. Kar] 
Giesen, with the Four A’s since 
February, 1944. Mr. Giesen was 
previously with Woodward, Ryan, 
Sharp & Davis, consulting actu- 
ary, as financial analyst in charge 
of compilation. 


Brooks Gets 10th Term 
as Toilet Goods Head 


Herman L. Brooks, president of 
Coty, Inc., has been reelected 
president of the Toilet Goods As- 
sociation for a tenth consecutive 
term. The election was held by 
mail. 

Other officers 


named include 


‘Paul H. Douglas, Bourjois, Inc., 


William B. Bristol Jr., Bristol- 
Myers Company, and H. P. Wil- 
lats, Colonial Dames, Inc., vice- 
presidents; Paul F. Vallee, Roger 
& Gallet, treasurer; Joseph Keho, 
Dorothy Gray Ltd., secretary, and 
Dr. Mark W. Tapley, Sterling 
Drug, Inc., vice-chairman of the 
scientific section. 


Liberty Moves Offices 


Liberty Magazine, Inc., has 
moved into new quarters at 37 W. 
57th St., New York, in the build- 
ing recently purchased by the 
magazine. Also moving into the 
new building are Movie Show, 
Screenland and Silver Screen, 
screen magazines of the Hunter 
Unit. 
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HE LIKES PEOPLE... 


GE EE GEE EE GE BRE RE, RE EES BE SE ED 


HE LIKES BOOKS... 


HE LIKES MACHINES... 


in hn oer Se eo ee ee eee ee ee ee ee ee eee ee ee ee ee 


a 


VERY important man—this man who likes machines. He’s 
A that typical American individual who knows how to make 
things and how to make things work. He finds science and things 
mechanical more thrilling than fiction. In industry he’s aptly called 


the “know how” man. 


Every month hundreds of thousands of such alert men read 
POPULAR SCIENCE Monthly. For there they find just what 
interests them most—the fascinating news of developments all 


along the broad front of American science and industry. 


Nowhere in all of America is there a group of men so important 
to manufacturers of new and better products. For these “know 
how” men read announcements of such products with the keenest 


of interest. They are quick to recognize merit . . . and quick to buy, 


HE BUYS THE 
BEST SELLERS 


because their incomes are greater than average ... More than that 


—these men are important to sell because they are invariably the 
neighborhood authorities. Their advice and guidance is sought by 
friends. Sell them, and you have a potent entering wedge for addi- 
tional sales in their communities. 


And to sell them tell your story in the medium they read for news 
of what is new—POPULAR SCIENCE Monthly. 


THE NEWS~PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 


NEW YORK e CHICAGO e CLEVELAND e DETROIT e ATLANTA e SAN FRANCISCO e¢ LOS ANGELES 
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But- WHAT DO YOU 
HAVE TO OFFER US? 
BA Dby 


P. S.—You can reach us 
through the Fort Smith 


papers. 


ght’ --about the many Resources 


inthe Joint area... 


COAL—golly, tons of it! Making possible bigger 
and better payrolis for Dillys in 8 of our 14 
Counties ...an unlimited supply of cheap, clean 
NATURAL GAS for industry—yep, and an 
abundance of water, too! 


PEACHES, APPLES, BERRIES and VEGE- 
TABLES provide enough foodstuff to support 
over 100 canneries located in the Fort Smith 
area. LIVESTOCK and DAIRYING along with 
the POULTRY and EGG business are also con- 
tributing to the wealth of us Dillys and the 
nation! 


Southwest American 
FORT SMITH 


Coons Heads New York 
Better Business Bureau 


Sheldon R. Coons, business con- 
sultant, and former vice-president 
of Lord & Thomas, has been 
elected president of the Better 
Business Bureau of New York 
City, and will supervise an en- 
larged program of operations. He 
succeeds H. Boardman Spalding, 
of Kelsey, Waldrop & Spalding. 

William M. Holmes, president 
of Bonwit Teller, Inc., and Edwin 
S. Friendly, vice-president and 
general manager of the New York 
Sun, were named vice-presidents. 
Spencer Greason, Brooks Brothers, 
was reelected treasurer; H. J. 
Kenner, general manager, and 
William P. Collis, recording secre- 
tary. 


Johnson Heads Friden 


Walter S. Johnson, president of 
American Box Corporation, and of 
Tarter, Webster & Johnson, lum- 
ber wholesaler and manufacturer, 
both of San Francisco, has been 
elected president of Friden Calcu- 
lating Machine Company, San Le- 
andro, Cal., succeeding the late 


Carl M. Friden. 


Restrict Annual 


AFA Meeting, Set 
Election by Mail 


New York, June 6.—For the 
second consecutive year, the Ad- 
vertising Federation of America 
will forego its annual convention 
this summer. The meeting was 
called off voluntarily in 1944 to 
conserve transportation. This year, 
with government regulation pro- 
hibiting conventions, the AFA will 
hold an election of officers by 
mail, and will conduct a restricted 
annual meeting here July 11 at 
the Commodore Hotel. 

The nominating committee under 
the chairmanship of Elon G. Bor- 
ton, director of advertising, La- 
Salle Extension University, Chi- 
cago, has named 18 directors, nine 
to serve one year and nine for a 
two-year term. 

Those nominated to serve as di- 
rectors for one year include: Bruce 
Barton, president, Batten, Barton, 
Durstine & Osborn, New York, 
now serving as chairman of the 
board; W. H. Carey, advertising 
director, Fortune, New York; Joe 


Way pack in 1939, the only restric- 


tion on sales volume was the law of 


In Philadelphia, for instance, there 


were five daily newspapers in the im- 


mail of the list of candidates sub- 


Sites 


Advertising Age, June 11, |: 


M. Dawson, chairman, executive : % 
committee, Geyer, Cornell & } 


well, Inc., New York, now serving §| 2 
as AFA president; Edward C. Do. 9 BS 
nelly Jr., president, John Donne 

& Sons, Boston; Karen Flado. 97 7 
home economics director, Nas\. 9” ~ 
Kelvinator Corporation, Detroj oo 


Paul Garrett, vice-president an 
director of public relations, Gen- 
eral Motors Corporation, New 
York, now serving as a directo-; 
Grover C. Kinney, president, Ad. 
vertisers Distributing Service, 
Denver; Henry Obermeyer, as- 
sistant vice-president, Consoli- 
dated Edison Company, New York 
now serving as a director and 
John H. Platt, director of adver. 
tising, Kraft Cheese Company, 
Chicago, now serving as a direc. 
tor. 


For Two Year Terms 


Those nominated to serve for 
two years are: Mr. Borton; Frank- 
lin J. Cornwell, advertising man- 
ager, Brown Shoe Company, St, 
Louis; Willard D. Egolf, director 
of public relations, National As- 
sociation of Broadcasters, Wash- 
ington, D. C., now serving as an 
AFA vice-president; Lester Hafe- 
meister, advertising manager, 
Weyenberg Shoe Mfg. Company, 
Milwaukee; W. R. Laughlin, Wil- 
helm-Laughlin-Wilson & Asso- 
ciates, Houston; Forbes McKay, 
associate advertising manager, 
Progressive Farmer, Birmingham, 
now serving as an AFA vice-presi- 
dent; Allan T. Preyer, chairman 
of the board, Morse International, 
New York, now serving as a di- 
rector; J. Penfield Seiberling, pres- 
ident, Seiberling Rubber Company, 
Akron, and Paul N. Swaffield, ad- 
vertising manager, Hood Rubber 
Company, Watertown, Mass. 

The chairman of the board, pres- 
ident, secretary and treasurer are 
elected by the new board after 
the directors have been elected by 
the members. 

Members are being apprised by 
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mitted by the nominating com- 
mittee. Additional nominations 
may be mailed to the committee 
at AFA headquarters, 330 W. 42nd 
St., New York 18. Ballots will 
be mailed to members on or about 
June 20. 


Bourne Joins Hillman 


supply and demand. And the pattern 
of business leadership was subject to 
precise measurement by long estab- 


lished peacetime yardsticks. 


Suddenly, “Humpty Dumpty had 
a great fall” .. . and our neatly pack- 
aged world was badly scrambled in a 


global holocaust. 


Contrary to the classic evidence of 
Mother Goose, there are those who 
cherish the hope that the old prewar 
status will be restored as soon as all 
hostilities cease. This type of wishful 
thinking ignores certain basic changes 


that have taken place. 


mediate prewar period. Today there 
are only four... and the old five paper 
pattern has ceased to exist. People’s 
thinking, too, has undergone a funda- 
mental change. Liberalism has taken 


substantial root. 


That's why we say, don’t think 
in terms of the ‘thirties in planning 
your conversion period selling in 
America’s 3rd Market. There’ve been 
some changes made. And the circu- 
lation and advertising trend of the 


‘forties clearly indicates “It takes 


THe ReEcorp—and One Other —to 


sell Philadelphia.” 


Morning and Sunday, one out of every three trading 


area families that buy Philadelphia papers . . . reads 


Tue Recorp, Philadelphia’s only liberal newspaper. 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY - 


HALF MILLION SUNDAY 


Represented Nationally by George A. McDevitt Co.—New York. Chicago, Philadelphia, Detroit, Cleveland 


Humphrey M. Bourne, formerly 
with Dan B. Miner Company, Los 
Angeles, has joined Hillman- 
| Shane-Breyer, Los Angeles, to di- 
rect copy on food accounts. 


CBS Names Belden 


| Louise Belden has been ap- 
pointed administrative assistant in 
the department of education and 
| personnel in the Hollywood studios 
|of CBS. 
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) Baga CAESAR’S MAP of ancient Gaul, your sales chart of California should 
show three main areas. The two big coastal markets, AND .. . the 
Billion Dollar Valley of the Bees. 

And what an amazing Valley it is! More people live there than in 
Cleveland or Pittsburgh or Washington, D. C. They’re farmers, miners, 
oilmen, lumbermen, cattlemen, business-men . . . and their effective buy- 
ing income adds up to a billion and a half dollars. 


Their per capita food purchases are 38°/, above the national aver- 
age. They top New York’s . . . Chicago’s . . . Philadelphia’s. Total drug 
sales in the Valley better those of Boston or San Francisco.* 

Yet Valley people practice Yankee thrift. In a recent year they “put 
by” 728 million in rainy day dollars. 

Want to tell these successful people about your product? The only 
sure way to reach most of them is by using on-the-ground newspapers. 
Put The Sacramento Bee, The Modesto Bee and The Fresno Bee on your 
California schedule. Each of these three McClatchy newspapers domi- 
nates its field. 


National representatives...O'MARA & ORMSBEE, INC. 


New York «+ los Angeles + Detroit + Chicago + San Francisco 
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> For you who thrive on statistics, 
here’s what Sales Management's 1944 Copyrighted Survey shows 


of. 


y The Valley of the Bees has 1,220,000 people. 
15.39% of the State’s total. More popula- 
tion than Baltimore or Cleveland. 


“<, 


Effective Buying Income in the Valley of 
the Bees is $1,472,207,605. That's more 
than the total urban EBI in 30 of the na- 
tion's 48 states. 


¥ Retail sales in the Valley totaled $774,155,- 
960. Only five cities in the entire country 
exceeded that figure. The Valley ranks right 
next to Philadelphia and Los Angeles — 
ahead of such markets as Boston, Wash- 
ington, D. C., Pittsburgh, San Francisco 
and Cleveland. 


y And the three McClatchy Bees dominate in 
Valley trading areas where live 83% of all 
those people... where 81% of all that EBI 
is concentrated ... where 88% of all those 
retail sales are made. 


ABC coverage of 88% in metropolitan 
area. In 14-county area, more than 
double circulation of nearest competitor 


ABC coverage of 91°: in city zone: 
« 57% of trading area 


ABC coverage of 90% in city 
zone; 50% in trading area— 
largest circulation of any news- 
paper berween San Francisco 
and Los Angeles 
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Lever Observes 
50th Birthday 
Sans Fanfare 


Cambridge, Mass., June 7.— 
Lever Bros. Company, long one 
of the nation’s largest and most 
aggressive advertisers, has be- 
gun to promote its 50th anniver- 
sary in a very mild way. 

Grafton B. Perkins, vice-presi- 
dent and advertising manager, 
told ADVERTISING AGE that “we 
started on it with enthusiasm” 
and then—due to the soap short- 
age and the fact that the precise 
date of Lever’s American inva- 


sion is somewhat uncertain—al- 
most forgot about it. 

Mr. Perkins said the anniver- 
sary is being mentioned on the 
company’s letterheads, and there 
may be a line on it in consumer 
copy. But he had a little trouble 
recalling a current business paper 
page, which features the words 


“Lever Golden Jubilee U.S.A. 
1895-1945” and the headline: 
“Fifty Golden Years: 50 years 


of service to the people of Amer- 
ica.” 


May Continue Theme 


There may be a couple more 
business paper ads on this, but 
Mr. Perkins wasn’t sure. 

The current insertion points out 
that “nothing could be more char- 
acteristically American than that 
the growth of Lever Bros. Com- 
pany [founded and_ controlled 
by Unilever Ltd., of Great Brit- 


ain] from the smallest beginnings 
in 1895, with sales of no more 
than 50,000 cases of soap, to its 
present organization with six 
manufacturing plants strategically 
placed; sales division offices in 
principal cities serving the whole 
country, and annual sales volume 
running well into millions of 
cases of soap, shortening and drug 
products.” 

The company thanked dealers 
and distributors for their “under- 
standing in these difficult days of 
shortages”; mentioned its 2,335 
blue stars and 35 gold stars, and 
its work to provide “essential 
products.” 


Plants Are Listed 


Listed at the bottom were its 
plants in Cambridge, Hammond, 
Ind., Edgewater, N. J., Baltimore, 
St. Louis and Chicago, and its 
principal products: Lux, Lux 


toilet soap, Swan, Rinso, Lifebuoy, 
Spry and Covo shortening, Vimms 
vitamins, and Pepsodent products, 
acquired last year. 

Mr. Perkins said that Lever 
Bros. “probably never will reveal 
sales figures.” Among soap’s Big 
Three, Lever, with Pepsodent, 
probably is not far below Procter 
& Gamble, the nation’s No. 1 ad- 
vertiser, which boosted sales from 
$302 million in 1943 to $326 mil- 
lion in 1944, and probably is con- 
siderably ahead of Colgate-Palm- 
olive-Peet, the sales of which rose 
last year from $114 to $134 mil- 
lion. 


Ad Expenditures Gain 


Lever’s expenditures (including 
Pepsodent) for space in daily 
newspapers, magazines and farm 
publications and for gross net- 
work radio time in 1944 rose to 
$13,544,542, as compared with $10,- 


BIGGER AND BIGGER AND BIGGER THEY GROW... 


Consolidated Vultee's proposed Model 37 giant 204-passenger transport. 


ee 


Speed: 300-400 mph. Size: 12 


times larger than transports in current airline use. On the drawing-board today, but on the airport tomorrow. 


And with them grows your sales potential 


You read it in every morning’s newspaper. You see it 
overhead almost daily. The unprecedented growth of 
our most swiftly expanding form of transportation. 
Foresighted U. S. businesses see clearly the market- 
ing significance of air transport expansion. They are 
not waiting —they are laying their ground work now. 
Esso, Texas, Socony Vacuum, Gulf are fully cognizant 
of the industry’s future market possibilities. So are 
Goodrich, Goodyear, Firestone, U. S. Rubber. Westing- 
house, General Electric and scores of other U. S. busi- 
ness leaders are preparing now for what they know lies 


ahead.* 


Do you manufacture spark plugs? or gaskets? or 
bearings? Do you sell electrical tools? or wire cable? or 
radio tubes? or any one of a thousand other products 
this industry needs and uses every day? 

Then we urgently advise you to examine this market 
carefully. Not what it was prewar — not what it is now 
under wartime restrictions — but what it inevitably will 


be tomorrow. 


Examine the development work being done by the 
one magazine that serves this field exclusively — Air 


Transport. 


Check the relatively small cost of conducting an in- 
tensive advertising effort to this field in the pages of 


Air Transport. 


New York 18, N. Y. 


*Nomed ore but a few of the industrial lead- 
ers who regularly advertise in Air Transport. 


SPORT—AVIATION 


A new booklet tells the whole story. ‘‘The Builders of 
our Swiftest Growing Transportation Industry” is avail- 
able to interested sales and advertising executives. May 
we send you a copy? Write Aeronautical Division, 
McGraw-Hill Publishine Co., Inc., 330 West 42nd St., 


Advertising Age, June 11, 


451,502 in these media in 142 
and with $10,985,038 in 1942— 
minus Pepsodent. 

The company’s rank amo zg 
daily newspaper advertisers 
1944 has not been announced, 
its expenditures in this medi 
including about $400,000 for P 
sodent, are estimated at $2,47) - 
793. In 1943, minus Pepsod 
Lever ranked seventh among ; 
tional advertisers in the dailics. 
with $2,482,436; in 1942, four:h. 
$3,576,012, and in 1941, fifth, $4. 
249,084. 

Including $126,490 for Pepso- 
dent, Lever ranked fourth jp 
magazine expenditures in 1944 
with $3,792,833. Minus Pepsodent. 
the company spent $2,453,087 in 
magazines in 1943; $2,943,408 in 
1942, and $1,468,329 in 1941. 


Fourth in Radio 


Including $770,752 for Pepso- 
dent, Lever ranked fourth among 
users of network radio time in 
1944 with a total of $6,933,299. 
The company’s network radio time 
expenditures have grown consis- 
tently in recent years. Minus Pep- 
sodent, they were $5,794,570 in 
1943, $5,004,731 in 1942, and $4.- 
499,837 in 1941. 

In the last four years the com- 
pany’s farm publication advertis- 
ing nearly trebled, from $131,178 
in 1941 to $341,617 in 1944, when 
it ranked eighth among national] 
advertisers using this medium. 

The current annual expenditure 
of $13,500,000 for space and time 
in these four media, Mr. Perkins 
admitted, is only part of the com- 
pany’s total. Including network 
radio talent, spot radio time and 
talent, outdoor, and point of pur- 


1945 


chase, Lever’s total annual ex- 
penditures now may exceed $20,- 
000,000. 


Issues Catholic Directory 


P, J. Kennedy & Sons, New York, 
has just issued the Official Catho- 
lic Directory for 1945 containing 
1,574 pages of statistical informa- 
tion on the Catholic church in the 
United States, Canada and the 
British Isles. Twelve thousand 
copies have been printed, with 
advertising increased 42% ove 
the 1944 total. 


Buys Motor Wheel Plants 


National Distillers Products Cor- 
poration, New York, has acquired 
the assets of all southern plant 
of Motor Wheel Corporation, La: 
ing, Mich., manufacturer of d« 
mountable wood, steel and wir 
wheels. The sale includes plants 
at Memphis, Kirkwood, Mo., and 


Jonesboro, IIl., and all timbe 
tract rights owned by Moto 
Wheel. 
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What a feast we serve 
the Buffalo market 
every morning! 


And, now, to top it off, 
we've added 

the world-famous Reuters 
Foreign News Service— 
with 2000 correspondents 
and a 100-year career 

of news scoops 


With AP--UP—INS*— 
Chicago Tribune*-NewYor: 
Times*—Reuters*——and 
brilliant local coverage 


the Courier-Express 
Delivers the Goods! 


*AND these are exclusive! 
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Rejoins Proctor 


Maj. Walter Trittipo, recently 
with the production division, Army 
service forces, has rejoined Proc- 
tor Electric Company, Phila- 
delphia, as central sales manager. 
Before entering service, he was 
Chicago district manager for Proc- 
tor. 


Heads Utilities Sales 


W. L. Hutcheson, merchandise 
sales manager of.the Pittsburgh 
Group of natural gas companies of 


the Columbia Gas & Electric Com- 
pany, has been appointed sales 
manager. James E. Coleman, for- 
merly am industrial engineer with 
the Pittsburgh Group, and since 
1942 with the Army ordnance de- 
partment, has been named assist- 
ant sales manager. 


Names Craig Dennison 


George J. Meyer Malt & Grain 
Corporation, Buffalo, N. Y., has 
appointed the Buffalo office of 
Craig E. Dennison Advertising 
Agency to handle its account. 


CAB Issues 81-City Map 


The Cooperative Analysis of | 
Broadcasting is distributing to its 
members maps showing the dis- | 
tribution of the 81 CAB cities! 
throughout the country. The maps, | 
in both eight-page folder form | 
and 22” x 29” size, indicate the 
81 cities, all U. S. cities of 50,000 
or more population, CAB cities by 
time zones, by nine census geo- 
graphic areas, size classification of 
each CAB city, number of network 
stations and number of CAB in- 
terviewing units in each city. 


There's only one way 


fo cover Tacoma-- 


sp nGTONS, 


No. 6 of 
a series 


IN Tacoma is located one of the nation’s 


largest smeiters. *% vx 


coma offers America’s lowest electric power 
rates other metallurgical progress has been 


assured. One Tacoma plant has a capacity 


In Washington's 


2nd Market only 
one paper does 
the job. See how daily 
newspapers rank in their 


Northwest 


coverage of Tacoma- 


Pierce County. 


THE TACOMA 
NEWS TRIBUNE'S 
COVERAGE IS 


73% 


many iron and steel foundries with well-laid 


postwar 


another of the many reasons why Tacoma- 


ket ...a 


‘must buy” 


Second Tacoma ° 
Paper's Coverage 47% 
Seattle Morning 8%, 


Paper's Coverage 


Seattle Ist Evening 
Paper's Coverage 


The 


4% 
/o 


V0, VARKE h 


- - = electro-metallu 
and smelting center! 


of 40,000,000 pounds of aluminum ingots 
yearly. The first ferro-chrome plant in the 


is located here—and there are 
expansion plans. 


Pierce County is Washington's Second Mar-. 


on every schedule! 


ical 


And because Ta- 
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Milk Firms Stress 
du Pont Vitamins 
in New Campaigns 


New York, June 7.—The four 
major evaporated milk companies 
have begun simultaneously to pro- 
mote the new method of enriching 
evaporated milk by the addition 
of a new vitamin product devel- 
oped by du Pont. 

Known as vitamin D-3, it is a 
vegetable synthetic, the addition 
of which provides a stable amount 
of 400 units to each quart. Com- 
pletely replacing the irradiation 
process, the new development is 
being advertised by Nestle’s Milk 


Products, Inc., and The Borden 
Company, New York, Carnation 
Company, Milwaukee, and Pet 


Milk Company, St. Louis. 

Another vitamin, known as D-2, 
an animal synthetic, will be used 
by 50 smaller companies in their 
product and will be promoted in 
similar fashion. 

Nestle’s Milk Products, Inc., 
New York, has been promoting the 
new method in newspapers since 
the beginning of the year through 
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ou 


|!Leon Livingston Advertisi 
Agency, San Francisco. 

The Borden Company, N 
York, will shortly change the cc 
theme of its advertising to p 
mote its use of the new vitam 
but will not add any additio: 
space to its current schedul 
Young & Rubicam, New York, 
the agency. 

The Carnation Company, 
waukee, has already announced 1 
full-color page advertising in L / 
the appearance of the new super- 
potent milk. The product will »e 
advertised further on the “Con- 
tented Hour’ over NBC and in 
medical journals. Erwin, Wasey 
Co., Chicago, is the agency. 
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Montee Joins Menasco 
Hobart C. Montee, formerly re- 
gional director for the Coordinator 
of Inter-American Affairs, and 
previously senior information offi- 
cer to the Under Secretary of War, 
has been appointed by Menasco 
Mfg. Company, Burbank, Cal., 
manufacturer of power units, as 
advertising and public relations 
director. He has recently been in 
the Manasco product and market 
development department. 


YOU MAY BE ABLE 10 DRIVE 369.7 


MILES PER HOUR 


BU T-yvou can't STEER AN 
“QUTSIDE” RADIO PROGRAM 
INTO WESTERN MICHIGAN! 


Yes, a casual look at a 


map would indicate that 


Kalamazoo and Grand Rapids were within fairly 


easy range of any big station in Chicago and Detroit. 


But maps don’t show the mysterious barrier of 


fading that makes this section nearly as isolated as 


Australia, so far as radio 


reception is concerned. 


Result: Only local broadcasts can be heard satis- 


factorily hereabouts. 


A real combination — WKZO in Kalamazoo and 


WJEF in Grand Rapids 


now offers complete 


coverage of all Western Michigan at a bargain rate 


per thousand radio homes. Strategically located— 


both CBS—they reach every inch of these two big 


markets and the intervening countryside with skilled 


local programming. And 


both can be obtained at 


one low combination rate! 


Let us send you the whole story - 


& Peters! 


or just ask Free 


*John R. Cobb did it on the Bonneville Salt Flats, Utah, in 1939. 


WIJEF | 


$ 
-FOR GRAND RAPIOE 
conun KENT COUNTY 


Both owned and operated by Fetzer Broadcasting Compo 


Free & Peters, Inc., Exclusive National Representatives 
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At the SLOTL of the reading chair, staunch 
Plunket Heeson, late of London, steamed oaken frames, 
glued honest dowel pins, “web’d, thonged with thews the 
smith’s springs . . . fixt leg of good Queen Anne”. . . or 
buttressed the beams for the squire’s bottom . . . that under 
candle and yellow-rushlight, the sire, mercer, breeches-maker, 
and draper could comfortably sconce with a pipe of cured 


Virginia and the weekly press. 


‘THE MODERN newspaper is stoutly made, put together with pride 
and patience, the wine-chat whittled from the honest happenings, 
scene and significance dovetailed, wherefores and whys webbed .. . 


brings with dispatch to the reader’s chair close-knit knowledge, 


Plunket Heeson, Uphotsterer, 1799 , tidings, intelligence, sturdy oak for the mind, gay chintz coverings to 
... as listed in | . , ' 
Watson’s Annals of Philadelphia amuse, a stalwart frame of fact. 


Tue Inquirer of Philadelphia, newly fabricated for each morrow, 
fair stuft. plain but of cheerful look, sits well with more than 500.000 
voodly families of this metropolitan market... gives ye national 


advertisers and local merchants the best seat for their advertising messages. 


fA Che Philadelphia Mnguirer 
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Utilities’ Public 
Relations Problem 
Attacked by Admen 


Federal Competition 
Gets Major Attention 
at PUAA Meeting 


Chicago, June 6.—The public 
utilities’ public relations problems, 


for some time the principal worry 
of that industry, drew consider- 
able attention again this week at 
the annual meeting here of the 
Public Utilities Advertising Asso- 
ciation. 

Officers, directors and invited 
speakers at the meeting devoted 
less time to such matters as media 
and copy effectiveness, appliance 
selling and exchange of ad budget 
information than to methods of 
educating the public about the 
dangers of government power 
plant operations, of enlisting the 
support of their own employes in 
their public relations activities 
and of using personal service 
agents in areas where private com- 
panies compete with the Ten- 
nessee Valley Authority. 


| 
Disregard Ad Departments | 


Francis X. Welch, managing 
editor, Public Utilities Fortnightly, | 
Washington, D. C., said at a lunch- | 
eon session yesterday that even | 
now the top executives of a large | 
number of utility companies re- 
main backward about the value 
of adequate, timely publicity. 
Many top men in the industry con- 
centrate on the mechanical or en- 
gineering problems to the exclu- 
sion of the public or social rela- 
tions side, even to the extent of 
not granting an ear to their ad- 


“The modern girl’s hair 
may look like a mop— 


but that doesn’t worry 
her, because she doesn’t 
know what a mop 


looks like!” 


Exclusive 

National 

Representatives: 
ee ee Buffalo 
DE. 4c cs adueet seas keanana’ Cincinnati 
KDAI Chale eesake ele Duluth 
WDAY ,asatwetaee seme Fargo 
ESE TT Terr Indianapolis 


....Grand Rapids-Kalamazoo 


KMBC .....-Kansas City 
. 5 i Sa ret Louisville 
Wrcn . ...Minneapolis-St. Paul 
PD <j¢ndbednd st dihdeadenaaun Peoria 
KSD ....St. Louis 
WFBI ..... Syracuse 
IOWA 
WHO eT eee ey Des Moines 
woc .......Davenport 
KMA .... Shenandoah 
SOUTHEAST 
SED ocaeeracha env hwe ease wake Baltimore 
Wcsc . Charleston 
WIS ; ... Columbia 
WPTF ‘ .... Raleigh 
WDBJ Roanoke 
SOUTHWEST 
KOB ..... Albuquerque 
KEEW .....-Brownsville 
KRIS Corpus Christi 
EEE ip os cca ys eeeh es 60 eeee aie Houston 
KOMA Oklahoma City | 
KTUL pa ee ---Tulsa | 
| 
PACIFIC COAST } 
KOIN Portland 
KIRO .... Seattle | 
and WRIGHT-SONOVOX, Ine. 
‘ 


For latest radio information, call 


FREE & PETERS, Inc. 


Pioneer Radio Station Representatives 


Since May 19382 
CHICAGO: 180 No Michigan...... Franklin 6373 
NEW YORK: 444 Madison Ave.. Plaza 5-4130 
ATLANTA: 322 Palmer Bidg....... Main 5667 


SAN FRANCISCO: (1! Sutter Sutter 4353 | 
HOLLYWOOD: 6331 Hollywood Bivd.Hellywood 2151 | 
DETROIT: Penobseot Bidg....... Cadillac (880 | 


| vertising department heads, he as- | 


| serted. 

One successful effort in public 
relations was described by 
Amanda Gippert, advertising de- 
partment, Georgia Power Com- 
pany, Atlanta, who said her com- 
pany’s Better Home Towns pro- 
gram launched: last fall had in the 
last few months elicited much in- 
terest in the state as an industrial 
site from scores of out-of-state 
business firms (AA, Feb. 12). 


To Continue Through °46 


She revealed that her depart- 
ment has a budget of $250,000 a 
year to promote the program, 
which has as its aim the induce- 
ment of local groups to clean up 
their towns, assess their industrial 
and labor potentialities, etc. The 
company is featuring the program 
in ads running currently in Busi- 
ness Week, Fortune, Manufactur- 


ers’ Record, Modern Industry, New | sociation, succeeding R. I. Sey- 
York Times and Wall Street Jour-|mour, Kansas City Power & Light 
nal. The drive will continue |Company. 
through 1946 at least. Other officers elected were: 
F. I. Fairman, director of cus- | James V. MacDonald, Boston Edi- 
tomer service and advertising,}son Company, Ist vice-president; 
Kentucky Utilities Company, Lex-|Charles J. Allen, Connecticut 
ington, told how his company is|Light & Power Company, 2nd 
employing women service aides in| vice - president; Robert Plowe, 
Paducah to call on housewives to|Commonwealth Edison Company, 
propagandize in support of busi-| Chicago, 3rd_ vice - president: 
ness-owned and operated power| Waldo M. Wright, Amarillo Oil 
companies and against the TVA.|Company, Amarillo, Tex., secre- 
He urged that power companies | tary, and Dale Remington, Wis- 
in other parts of the nation also |consin Public Service Corporation, 
speak frankly to their own cus-|Green Bay, Wis., treasurer. 
tomers, through ads or through Name New Board Members 
their service employes, concerning 


the dangers to the public of gov-| _New members of the board of 
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ton Light & Power 
Houston. 


Contest Winners Revealed 


Winners of the association’s 19- 4 
Better Copy contest were ai - 
nounced today. Each of 12 class - 
fications was divided into four 
groups according to size of con - 
pany business— Group A con 
panies having less than 30,0: ) 
customers, Group B from 30,0() 
to 100,000, Group C from 100,09 
to 400,000, and Group D wiih 
more than 400,000. 

The winners are: 

Series of newspaper advertise- 


Compan», 


'ments, Group A: Salem Gas Light 


Company; Group B: Potomac 


ernment power plant operations. 
Pope Elected President 


ijneth Haines, 


directors are Mr. Seymour; Ken- 
Northern Indiana 
|Public Service Company, Ham- 


E. N. Pope, Carolina Power &|mond, Ind.; Robert Gros, Pacific | Company. 


Light Company, Raleigh, N. C., 


| Gas 


& Electric 


Company, 
was elected president of the as-| Francisco, and Henry Grant, Hous- 


San 


Edison Company; Group C: Bos- 
ton Consolidated Gas Company; 
Group D: Commonwealth Edison 


Public relations advertisement. 
Group A: Central Ohio Light & 


RESPONSI 


‘Miss Brown, please take a memo 
to Mr. Nelson in the Engineering 
Department. ‘In regard to the 
treatment of that new alloy we 
were discussing yesterday, | refer 
you to the article on this subject 
in the latest Jron Age. | believe 
this gives us just the answer we've 
been looking for... ' ” 
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ar Power Company; Group B: Lou-|lic Service Company; Group D:|D: Consolidated Edison Company | , 
jiana Power & Light Company;| Brooklyn Union Gas Company. of New York, Inc. , Compton Ups Salstrom 
1 Croup C: Northern Indiana Pub-| Special literature, Group A: Annual report to employes,| William J. Salstrom, assistant | 
lic Service Company; Group D: | Central Ohio Light & Power Com-/|Group C: Dayton Power & Light | research director of Compton Ad- 
19- 4 Philadelphia Electric Company. pany; Group B: Central Hudson |Company. vertising, New York, and previ- 
al War effort advertisement, |Gas & Electric Corporation; Group| Outdoor advertising, Group B: |°usly associated with the Gallup 
ASsi- Group A: Amarillo Oil Com-|C: Duquesne Light Company;| Montana Power Company; Group | Poll, has been named research di- 
fo pany; Group B: Montana Power|Group D: Northern States Power|C: Utah Power & Light Company; |rector of Compton, replacing Al- 
son - Company; Group C: Virginia Elec- | Company. Group D: Peoples Gas Light & | fred Politz, who left the agency 
on tric & Power Company; Group D: Display advertising, Group B: | Coke Company. June 1 to devote his time to his 
0,000 Brooklyn Union Gas Company. Wisconsin Public Service Corpo- EE own research pape and to . AN 
D000 Transportation advertisement,|ration; Group C: United [lumi- . . serve as research consultant to ‘4 ae J 
0,000 ff British Columbia Electric Railway a renrogl Group D: South- Olympic Tool to Martin | Edward Petry & Co., New York. How at your Grocers. 
with Company Ltd. ern California Gas Company an Advertising of Olympic Tool & —— SNACK FROM THE PACK—Los A 
love licati . |Southern Counties Gas Company | Mfg. Company, New York, is be-| 7_: : . | a ~ force 
,Employe publication; Group B: | ouster, Gayntes Gas Company | te compery, Ne ecrat” Homer (Joins Air Associates sues car ed, rendre on 400 co 
tise. pany; Group C: Cincinnati Gas & Radio advertising, Entertainment | Martin, Newark. John C. Harrower, formerly | "“enack from Degree ned jee 
aight Electric Company; Group D: Con- program: Puget Sound Power & sales manager for the Eclipse avia-| his poster pre aed by Davis-H od & 
mac inline Sas Cente Light Company; educational pro-| Faraday Promotes Hobbs) tio" _ division, Bendix Aircraft! Associates af that city for Senib C 
Bos- a dical f penn 7 AF gram: Oklahoma Natural Gas ay e ODDS Corporation, and previously pro-| poration, New Y ‘s rd Pu to C jos, 
cian Periodical for residential cus- | Company. Charles L. Hobbs, Chicago/duction manager of Bendix Radio| Pond Ms = ws ie det te 
lison tomers, Group A: Central Ohio| Annual report to stockholders, | branch manager of Faraday Elec-|Corporation, has joined Air As-| b - Th cad, gee d i ans 
Light & Power Company; Group/Group B: Wisconsin Power &|tric Corporation, has been pro-|sociates, Inc., Teterboro, N. J., as| ot ee: eh f stirs can, — 
nent B: Potomac Edison Company;|Light Company; Group C: Dayton|moted to assistant general sales| vice-president in charge of sales be cna aaalia tae nee = 
oC Group C: Northern Indiana Pub-|Power & Light Company; Group|manager with offices in Chicago.|and engineering. : ee 


month. 


WMAM to Wemple 


Station WMAM, Marinette, Wis., 
has placed its advertising with 
Jack C. Wemple, Advertising, 
Green Bay, Wis. Business papers 
and direct mail will be used. 


OILHEATING 


An Expanding Market 
for 
OILHEATING AND AIR- 


CONDITIONING EQUIPMENT 


3} @ fel 


| and for 
&b 
| cally 

TANKS... Every oil- 


| heating installation 
requires a storage 
:) tank. Nearly 2,500,- 

000 will be needed in 
| the next five years. 


r| 12,000 Paychecks a Week 


35 years of hard, conscientious work mixed with a 
real enthusiasm for the job finally brought Steve 
“TL,” to the top of the heap. He’s the big boss now 
... president of a huge metalworking plant with 
over 12,000 men and women on the payroll. It’s a 
big responsibility. It could only be entrusted to a 
man who knows his business backwards and for- 
wards ... who is right up to the minute on the 
entire metalworking industry. Steve fits the bill 
to a “T”. And every week he adds to his accumu- 
lated store of knowledge by browsing through 
the pages of The Iron Age. (Note: 21,000 other 
administrative executives are listed among the 
100,000 Iron Age readers.) Ask Steve what he 
thinks of The Iron Age, and he really waxes en- 


TRUCKS... Today 
50,000 trucks are be- 
ing used to supply 
and service the Two 
and One-Half Million 
oil heating installa- 
tions already in use. 


METERS... Trucks, 
bulk stations, all need 
meters . 


| O 
. : ’ .. a growing Be 
thusiastic. “As far as I’m concerned,” he says, pean ay 
“it deserves the title of Assistant to the Presi- | ~ 
dent. For example—I get full information on HOSE... Fuel oil be 
P hose is needed now... re. 
any new development in the industry as soon pe ee ees ; | pce eee eat a 
. : bs lere is a breakdown . . . ascertain 1) by reader routing reat tities...th sa 
as it happens, not weeks “= months later. I find slips which contain reader names and titles furnished by + dena og eresrenh will 
out what’s happening in Washington - new company subscribers, and (2) by writing letters periodically get the biggest share. a 
angles on important legislation . . . general in- — hey ma The Iron Age. Average readership per 
dustry news. And believe me, I see that every ped ce ; icin dint puurens ... Clean 4 
: : ministrative Executives Presidents, Vice-Presidents, oil means clean burn- G 
issue is routed through the plant to my key men ‘Treasurers, Comptrollers, General Managers, ing . . . no clogged “s 
. . they swear by it, too. As for the ads, I ners . mek © Aas ls ok heehee eee lines . . . filters are be- 


comi tial. 
Engineering Executives Chief Engineers, Mechanical te oe # 


and Maintenance Engineers, Design and Research 


couldn’t begin to count the number of contracts 
and orders that have been signed by this com- 


< : 2 Engineers, Metallurgical Engineers, Tool Engi- 3] CONTROLS... Every ne 
pany as a direct result of Jron Age advertising neers, Master Mechanics, Supervisors . 25,000 } one wants automa- 
pages. Producti E P Works M S ‘ tic heat . . . from - 
. . . r u on xecutives orkKs anagers, uperin- burn r nd b il “ 
To put their products and their services before tendents, Production Managers, General Foremen, A manner ant hele ton F 
key metalworking men like Steve “L,” adver- Standards, Methods, Inspection . 27,000 stats, the market a 
tisers used 8,571 pages in The Iron Age in 1944. Purchasing Executives . 11,000 pe seme Reon aggressive id 
The case of Steve ‘‘L’’ presented here in fiction form is founded Sales Executives . a ea 7,000 i " 
on the established facts of Iron Age readership by 21,000 metal- K ; ; | This vast market is reached. 
working administrative executives. No likeness to any actual ey Men (Titles omitted but belong in above groups) —_ 9,000 most effectively by the : 
living person is either intended or should be interpreted as such. Total Readers 100,000 publication that has served 
it most atuneee ‘ 
REPRESENTATIVES Write for a copy of 
“Oilheating Tomorrow" 
H. K. HOTTENSTEIN ROBERT F. BLAIR PEIRCE LEWIS R. RAYMOND KAY — 
1134 Otis Building 1016 Guardian Building 7310 Woodward Ave. 2420 Cheremoya Ave. FUELOIL & OIL HEAT 
Chicago 3 Cleveland 14 Detroit 2 Los Angeles 28 232 Madison Avenue 
Franklin 0203 Main 0988 Trinity 1-3120 Granite 0741 New York 16, N. ¥ 
C. H. OBER B. L. HERMAN LExington 2-4566 


R. M. GIBBS 
428 Park Building 
Pittsburgh 22 
Atlantic 1832 


Chilton Building 2. ©. See — 


56th and Chestnut Sts P. O. Box 81 ONE DOMINANT PUBLICATION 
Philadelphia 39 Hartford | serving Manufacturer, Wholesaler, Retailer 


Sherwood 1424 Hartford 3-1641 A 
fueloil & 
oil heat 


22 Years of Oilheating background insures 
profitable service to Reader ond Advertiser 


H. E. LEONARD 
100 E. 42d Street 
New York 17 
Murray Hill 5-8600 


100 East 42nd 


~ ry 


Street <A Chilton Q Publication New York 17, N.Y. 
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Public More 


Optimistic 


Over Postwar Outlook 


Most Now Believe 
U. S. Will Be Better 
Off After Peace 


New York, June 7.—For the 
first time since October, 1941, the 
majority of the American people 
were convinced in April, 1945, that 
they will be “better off” in em- 
ployment and wages after the war, 
the Psychological Corporation says 
in reporting findings in the latest 
of a series of surveys. The sur- 
veys usually covered 2,500 people 
of all socio-economic groups, in 
all-size cities and towns through- 
out the country. 

To the question, “When this war 
is over do you think that the peo- 


ple of this country will be better 
off than they are now?” the per- 
centage of those replying “better 
off” rose from 13% in October, 
1941, to 40% in November, 1942, to 
48% in October, 1943; declined to 
31% in April, 1944, but rose to 
55% in April of this year. 


See Rosier Future 


Meanwhile the proportion of 
those who replied “worse off” de- 
clined from 69% in October, 1941, 
to 27% last April, while those who 
said they did not know—18%—was 
the same last April as in October, 
1941. This group rose to 23, 20 
and 22% in the other surveys. 

In April, 1945, 34% of those in- 
terviewed believed there would be 
more jobs after the war, as com- 


pared with 8% in October, 1941. | 


The proportion of those who fore- 
saw fewer jobs dropped in this 
period from 74% to 38%, and the 
number who believed there would 
be about the same number of jobs 
doubled, from 11% to 22%. The 
number who “didn’t know” was 
smaller in April, 1945—6%—than 
in any other of the surveys. 


Believe Taxes Will Drop 


People are somewhat optimistic, 
even about taxes, the Psychological 
Corporation’s report shows. The 
proportion of those who said that 
taxes will be higher after the war 
dropped steadily from 67% in Oc- 
tober, 1941, to 35% in April, 1945. 
Those who thought that taxes will 
be about the same more than 
doubled in this period, from 17% 
to 40%, and the group who 
thought taxes would be lower rose 
from 9% to 18%. 

The proportion of people inter- 
viewed who believed wages would 
be higher held fairly steady 
throughout the 42 months of the 


Advertising Age, June 11, 1945, 


Consumer Brand Preferences 
April, 1945 


In a public opinion test to measure advertising that people remem} er 


versus the brands they prefer, Psychological Corporation in April ask ec 
consumers two questions about automobiles, washing machines, rad 


ow. 


and refrigerators. The questions were: 1. What make of (automobi  ) 


have you seen or heard advertised lately? and 2. If (automobiles) we <¢ 


on sale now, which make would you buy? Answers to these two que - 
tions, for each of the four products, were as follows: 


surveys, and was 10% in both the 
first and last but dropped to 6% 
in April, 1944. The number of 
those who thought wages would 
be about the same rose from 20% 
to 35%. On the other hand, in all 
the surveys a majority believed 
that postwar wages will be 
lower. Their percentage, however, 
dropped from 60 to 51, while those 
who “don’t know” declined from 
10% to 4%. 
Most Are Better Off 


“In spite of the increase in the 
cost of living,” the corporation ex- 
plained in this “April 1945 Index 


7 
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FAIRCHILD AERIAL PHOTO 


KMJ FRESNO COMPLETELY COVERS 
THE HEART OF CALIFORNIA 


There's plenty of buying power out there in the heart 
of California. Fresno is the No. 1 city in a wealthy 
market world-famous for its wineries, raisin and fig 
industries, fruit-packing plants and oil fields. And 
there's money jingling in the pockets of those Fresno 
citizens. As a matter of fact, the total retail sales in 
1943 were more than $78,000,000. 


like NBC wins listener preference 


LOCAL AND NBC PROGRAMS MAKE 
KMJ THE NO.1 STATION IN FRESNO 


You've really got something when you've got time on 
KM], Fresno’s leading station. Advertisers know from 
experience that KMJ does a super-selling job for them. 
Good local shows like “KMJ Goes To School” — plus 
top NBC Western Division programs — plus outstand- 
ing NBC Transcontinentals —are a combination that 
can’t miss! Another No. 1 station on a No. 1 network. 


1945 — Radio's 25th Anniversary — Pledged to Victory 


WESTERN DIVISION | 
SBM, 


HOLLYWOOD Sunset and Vine * SAN FRANCISCO Taylor and O'Farrell 


of the NATIONAL 
BROADCASTING 
COMPANY, INC. 


* * 


A SERVICE OF THE RADIO 


Station City Station City 
KCRA Seacramento, California KOH Reno, Nevada 
KDYL Salt Lake City, Utah KOMO Seattle, Washington 
KF Los Angeles, California KPFA Helena, Montana 
a San ao = mane KPO Son Francisco, California 
Corel —— — KRBM Bozeman, Montana 
KGIR Butte, Montona 

KSE! Pocatello, Idaho 
KGLU Safford, Arizona TAR ‘ 
KGW Portiand, Oregon KTA Phoenix, Arizona 
KHQ Spokane, Washington KTFI Twin Falls, Idaho 
KIDO Boise, Idaho KTSM El Paso, Texas 
KMED Medford, Oregon KVOA Tucson, Arizona 
KMJ Fresno, California KWwJB Globe, Arizona 
KOA Denver, Colorado KYCA Prescott, Arizona 
KOB.... Albuquerque, New Mexico KYUM Yuma, Arizona 


CORPORATION OF AMERICA 


AUTOMOBILES 

Make 1 2 
RSI se 20.5% 14.1% 
ar 7.5 4.6 
cS 4.6 14.8 
I S ciigik-'5 lla 49% 4.6 14,1 
Studebaker ...... 3.8 1.9 
PEPTMOUEH. 6 sivies eas 2.9 7.9 
re 2.4 4.7 
MEE 66.45 4-0 058% 1.2 5.1 
TE - x. » Weenies %o a 29.5 8.7 
Don’t know ...... 14.2 10.3 

WASHING MACHINES 

Make 1 2 
STE es eka cea 18.2% 22.6% 
BERNE bees cane oie 8.8 16.8 
General Electric... 7.0 » 
Re rere 3.8 7.4 
Westinghouse .... 2.1 2.4 
NY. Seu rca haere an 1.6 3.0 
Miscellaneous .... 3.6 8.9 
(| Ae 41.0 12.6 
Don t- knows ...%.35% 13.9 19.2 

ADIOS 

Make 1 2 
i re re 23.0% 30.0% 
General Electric... 9.0 8.5 
RS Ae 5.8 7.8 
RCA, Radio Corp.. 4.4 10.2 
Stromberg-Carlson, 2.1 3.6 
Westinghouse ..... 7 6 
poy at 1.5 
eee 1.3 1.2 
Miscellaneous . BS 10.7 
URE 5 o> Wine 446 Hace 29.9 mil 
Don’t know ...... 15.3 21.1 

REFRIGERATORS 

Make 1 2 
General Electric. ..23.0% 30.0% 
Frigidaire, General 

MIE: a5 6 8k 0 5.7 12.9 
Kelvinator ....... §.2 5.5 
Westinghouse ..... 5.0 6.8 
J. eee 2.2 3.5 
SCR > | 2.9 
Electrolux ....... 1.8 4.2 
I, cord. chs os aos 1 By f 8 
ee 1.2 8 
Miscellaneous . 4.2 7.4 
pO aa 35.9 9.5 
Don’t know.-...... 12.0 10:7 
of Public Opinion,” “76% said 


they were as prosperous or more 
prosperous than they were two 
years ago. This increased or equal 
prosperity ... is highest among 
the large factory or wage-earning 
groups. In these groups, consti- 
tuting about 60% of the urban 
population, almost 80% admit to 
unimpaired prosperity. But even 
in the predominantly white-collar 
and executive groups, ... over 
70% admit to continued prosper- 
ity,” 

Of 2,500 people covered in the 
current survey, 39% believed that 
“the country will need more ad- 
vertising after the war”; 36% said 
about the same, 19% less advertis- 
ing, and 6% said they did not 
know. The higher socio-economic 
groups favored more postwar ad- 
vertising. 

Fifty-three per cent replied that 
they “get more from the adver- 
tiser”; 25% more from the non- 
advertiser, and 22% said they «id 
not know. 


Promotes Visio-Vent 


Johnson Ladder Shoe Compavy, 
Eau Claire, Wis., is planning 21 
extensive magazine, business paper 
and direct mail campaign to p 0- 
mote its Visio-Vent, a new sai ty 
device to remove sleet and  e 
from automobile windshields, ‘ 1¢ 
vent is an opening on each s & 
of the rearward area of the h« 
through which the fan fo! 
motor and radiator heat onto 
windshield. 


Thompson Resigns 


Dr. Marvin R. Thompson, pré 
dent and director of research 
William R. Warner & Co., N 
York, pharmaceutical house, s 
resigned, effective July 1, to 2 
vote full time to personal int 
ests. 


Diamond to BBDO 


Diamond Match Company 
appointed Batten, Barton, Durs' 
& Osborn, Chicago, to handle 
account. 
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Always Remember the FORGOTTEN 50% 


Forgotten, did we say? They won't let themselves be 
forgotten. 


They’re in the van always, this “forgotten” half. They 
have youth, vigor, vision. They have an articulate curiosity. 
They are being heard from now and their voice will be 
louder in the future. 


Their minds are open, receptive to new ideas, new prod- 
ucts. They’re avid for anything that will make them better 
housewives. They haven't had time yet to get smug, ‘sot’ in 
their likes and dislikes. They’re experimenters, inventors— 


in foods, cosmetics, clothing, housefurnishings. 


2,786,936 of these forward - looking, able-to-buy young 


* A DELL MAGAZINE @ 


* A DELL MAGAZINE 


© INIZVOVW 1130 ¥ 


women buy Dell Modern Magazines every month. The 
prototype of these readers is a housewife approximately 25 
years old. She enjoys an income of $2594, well above 
average. She’s a profitable person for you to talk to. 


Reach this huge segment of the ‘forgotten 50%” through 
Dell Modern Magazines. Remember, if your story’s half 
told, your product's half sold. 


Dell Modern Magazines 


MODERN SCREEN « MODERN ROMANCES « SCREEN ROMANCES 


Lhe Only Womens Group wilh 2 Magarwnes of Cver L000, C00 Cnpirs Cachl 
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ONLY NEW-PRODUCT PUBLICATION | 
"IN THE. ELECTRICAL INDUSTRY 


The first choice for adver- 
tising of electrical equip- 
ment by leading manufac- 
turers---greater increase, 
since its start, in both 
space used and number of 
advertisers than any other 
electrical publication. 


ae e 


JSLECTRICAL [QUIPMENT 


; Published by 4 
SUTTON PUBLISHING co., IN fa 
_ 60 EAST 42ND STREET, NEW YORK 17, N. Y. 


@ 5866 


Publishers Salvage Two (Simmons to ‘Journal’ 


Million Pounds of Paper |. Gurdon Simmons, recently pub- 
Twenty - two publishing houses |licity director for Pensacola, Fla., 
|and the New York Public Library | has been appointed circulation 
reported a total of  2,614,607| Promotion manager of the Wall 
pounds of paper salvaged in the | Street Journal. He was formerly 
‘waste paper salvage campaign for | field promotion manager, Publish- 
the industry which ended May 5, aon Service Company, New York, 
| the salvage committee of the Book Ye k a of research, New 
|Publishers Bureau has _ reported. - ost. 
/Complete reports will be available | : (. eres 
later. | To MacDonald-Cook 


Some companies allotted several : mit ’ 
hours to the campaign so that aaa | Soldine Corporation, Evanston, 


hie a 2 Ill, has appointed the Chicago of- 
ployes could clean out files, desks, | , 

, . < nig , | fice of MacDonald-Cook Compan 
cabinets, etc. The bureau informed pany 
members that it had a list of or-| ‘0 ,levelop 2 postwar advertising 

ce papers which could be dis- |‘. ae $ 
posed of safely, and sent this list dine V-110, a liquid waterproofer 


. A |for fabrics. Outdoor, marine and 
a erak 
to 20 publishers at their request. transport publications are sched- 
uled. 


Heads ‘Star’ Advertising __. icone 
Stanley S. Adams, classified Ohio Match Ups Freed 

|;manager of the Indianapolis Star Harvie Freed, former advertis- 
| since 1936, has been appointed ad- ing manager and personnel direc- 
vertising director. He will retain| tor of the Ohio Match Company, 
|the classified position. Don G.| Los Angeles, has been promoted to 
Hays has resigned as display ad- | assistant eastern manager to work 
vertising manager to become as-|in New York under J. A. Camp, 
sistant to the publisher of two| the company’s former Pacific Coast 
Ohio newspapers. | manager. 


SEE WHAT'S COMING IN 
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THE RESTAUR 


A Few Predictions by the Editors and Service 
Directors of Ahrens Publications: 


es under normal peacetime conditions, more than 25% of 
all the food eaten in America is eaten away from the 
home. Let’s see what’s coming: 


More Restaurants, for one thing. Sherman Sexton, President 
of John Sexton and Company and the National Institutional 
Food Suppliers’ Association, says: “Somewhere between 
15,000 and 25,000 new restaurants will be established within 
the 5-year period immediately following the end of the war.” 


Roadside Restaurants, more of them, and of a higher type. 
The postwar travel boom will greatly stimulate this type of 
service. These roadside operations will be modern, attractive, 
and will serve moderate-priced foods in well-appointed res- 
taurants architecturally interesting to the eye. 


Airport Restaurants. A big increase here—that is obvious 
to all. 


More Showmanship in restaurant operation. For example, 
glass-enclosed kitchens so the diner can actually see his food 
in preparation; mechanical equipment and automatic con- 
trols governing practically every step of meal production. 
Sanitation. Even greater emphasis in the preparation, han- 
dling, and service of food to the diner. 

Individual Cookery is a distinct probability. In some restau 
rants, you may see whole batteries of small cooking units, 
either fired by gas, electricity or oil. Steam or pressure cooker 
will come into their own. 


Today, Restaurants Need Almost Everything. It will take at 


least two years to repair the wear-and-tear, replace worn-out 


Clockwise from head of table: E, H. Ahrens, Editorial Director and Publisher; Alice J. Huston, Service Manager ; 
Edward Hungerford, Travel Editor; James S. Warren, Editor HOTEL MANAGEMENT and RESTAURANT 
MANAGEMENT; Dick Huntington, Editor HOTEL WORLD-REVIEW;; Kay Farley, Hotel and Restaurant Person- 
nel Service Director ; Don Nichols, General Manager; Lucy Fogarty, Managing Editor, HOTEL WORLD-REVIEW ; 
Martha Heimann, Production Manager; George McGinniss, Hotel and Restaurant Personnel Training Director. 


equipment, remodel buildings and plants, re-equip kitchens, 
redecorate throughout before the important restaurants can 
get back to peacetime standards and effect the improvement 
which we, as editors of Restaurant Management, foresee in 
the immediate future. 


What does all this mean? It means that today there exists 
among America’s leading restaurants a buying market for all 
types of goods and services far greater than has ever been 
imagined before. 


And with restrictions starting to lift — the War Production 
Board giving the restaurant business some definite relief— 
the buying wave is under way. The editors and service direc- 
tors of Restaurant Management have a very definite postwar 
program, We still have the responsibility of showing restau- 
rant operators how they can increase their profits and how 
they can decrease their costs. During the coming months they 
will turn to the pages of Restaurant Management for ideas, 
suggestions and help on equipment, modernization, decora- 
tion, services, as never before. 


Let us help you help the restaurant man. He needs your aid. 
He needs information. He needs ideas. Let us show you how to 
create a profitable outlet for your products in a market where 
volume sales can be enormous for you. 


AN AHRENS PUBLICATION 


Restaurant Management is \ 
an outstanding publication. 
It is a member of A.B.P. 
and B.N.S. Its editorial 
standards are guided by 
the R.O.E. organization 
check-ups. Its A.B.C, circu- 
lation is the largest of any 
restaurant publication. 


Ahrens Publications: RESTAURANT MANAGEMENT HOTEL MANAGEMENT, HOTEL WORLD-REVIEW, 
fed 


71 Vanderbilt Ave., New York 17 


}N,. Michigan Ave., Chicago 1, Ill. Re presentatives: Blanchard-Nichols 


Osborn, 805 C & S National Bank Bldg., Atlanta 3, Ga.: Blanchard-Nichols, Russ Building, Suite 2020, San Francisco 


9 Cal Fak Blanchard Nichols, 


t48 South Hill res Los Ange les ] - Calif. 
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National Carbon 
Invites Agencies 
to Bid on Account 


New York, June 7.—Natio: 
Carbon Company, subsidiary 
Union Carbide & Carbon Corpo) 
tion, has notified J. M. Math... 
Inc., that it will terminate co) 
tractual relations Aug. 25 to op 
the account’tv large and mediu: 
size agencies wishing to bid for 

Notification to Mathes mak:s 
National Carbon a free agent 
placing its account elsewhere, bit 
does not exclude Mathes from 
bidding to regain the account. 

In the first two weeks since the 
company’s decision to seek ihe 
best agency assistance possible ‘or 
the difficult postwar problems the 
company expects to face, about 20 
have already submitted presenta- 
tions. Only those with competing 
accounts are ineligible. Nationa] 
Carbon plans to place its entire 
account with one agency, with a 
decision expected in about one 
month. 


Ayer Started Account 


First agency to handle National 
Carbon was N. W. Ayer & Son, 
which had the account from 1921 
until Jan. 1, 1934, when Mathes 
took over soon after that agency 
was founded. During the past 12 
years, the company’s advertising 
appropriation has averaged 
$1,000,000. 

Because National Carbon’s pro- 
duction is still 90% devoted to the 
war effort, no immediate expan- 
sion in advertising is planned af- 
ter the appointment of a new 
agency or reappointment of 
Mathes. Directing the company’s 
advertising plans is H. M. Warren, 
assistant to the president. 

Union Carbide, the parent com- 
pany, continues with Mathes in 
placing institutional advertising 
for various units, with Harold 
Bulkley as director of the cor- 
poration’s advertising department. 

Another subsidiary of Union 
Carbide, Bakelite Corporation, 
whose advertising division is 
headed by Allan Brown, continues 
to place technical advertising 
through Rickard & Co. and re- 
cently named Mathes to handle 
the advertising for Vinylite plas- 
tics. 


WJR to Split Stock 


A proposed two-for-one stock 
split for Station WJR, Detroit, will 
be voted on by stockholders at a 
special meeting June 15. The split 
will increase outstanding shares 
from 130,000 to 260,000 with a cor- 
responding reduction in par value 
from $5 to $2.50. 


EVEN AN ADVERTISING 
MAN WARTS A HOME OF 


Regardless of whether YOU 
“dream home” is a cozy cotta:« 
or a magnificent mansion, you © |! 
want a copy of “How To Pi 
The Home You Want,” in yo 
home idea file. 

Its 32 pages are packed full 
valuable ideas in home design a’! 
new equipment that you will wa | 
to know about. 

Written by our own staff of 
cepted authorities on all mod: 
phases of home building—men a 
women whose lives have been « 
voted to the building business, 
eight easy-to-read chapters coy 
everything from financing to 80! 
heating. 


=a = 
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Send for yuur copy today. 


PRACTICAL BUILDE 


59 E. Van Buren Street, Chicag 


at 25c I can’t lose—Send me “How 
Plan The Home You Want.” 


Address 
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ON JUNE 15" SOMETHING 
WILL HAPPEN IN RADIO 


Born during and matured by our nation’s 
greatest struggle, America’s youngest net- 
work has evolved a new concept of radio. 


N June 15th, the Blue Network 

will become the American Broad- 
casting Company. To live up to this 
name is a big order, but we think 
our short history proves we are up 
to the task. 

During January of 1942, with the 
world at war, a group of experienced 
business and radio executives—men 
who had new ideas about the role 
of radio in a democracy—-began to 
operate the Blue Network as an 
independent network. 

During the next three years, whole 
nations were engulfed and enslaved. 
Freedom of speech was denied mil- 
lions. During these three years, 
radio assumed mounting responsi- 
bilities to 130,000,000 American 
people— and this new network 
learned to take the momentous in 
its stride. 


Never did so many need 
to know so much 


Out of its tumultuous existence, 
the Blue Network formulated a new 
concept of public service in radio: a 
daring new version of “freedom on 
the air.”” We picked newsmen and 
commentators with experience and a 
sense of responsibility—-and then 
let them express their own opinions. 
We review their scripts only for good 
taste and for competent news au- 


thority—not for censorship; because 
we believe that no man is wise 
enough to know what the public 
should, or should not, hear. We 
trust the American people. Experi- 
ence has proved that, given the 
facts, they will make sound de- 
cisions. 


Entertaining a Nation 


Radio serves a great function by 
bringing relaxation and entertain- 
ment into the homes of our people. 
We, therefore, have an obligation to 
bring to them good entertainment 
the best possible. 

During the past season, listeners 
to this network have regularly heard 


Ethel Barrymore + Charlotte Green- 
wood + Guy Lombardo + Quiz Kids 
Lum ’n Abner + Walter Winchell 
Andrews Sisters + Drew Pearson 
Captain Midnight - Arlene Francis 
Alan Young + Earl Godwin 
William Bendix +- Darts for Dough 
Jack Armstrong + Terry and the 
Pirates + Dick Tracy 


Also presented were such outstand- 
ing programs as the Metropolitan 
Opera, America’s Town Meeting, 
the March of Time, and the Boston 
Symphony. The first organized 
broadcast of the famous Herald- 


Tribune Forum, and conferences on 
international security organized by 
Sumner Welles and Orson Welles, 
were some of the special features. 
Regular programs were created by 
and for labor, management, the 
Army Air Force, and the Navy. 


A Young Network 
Comes of Age 


Growth came fast to this young- 
est of America’s networks. As a re- 
sult, the network that started in 
1942 with 116 stations now has 196 
stations coast to coast. Over 22 ,000,- 
000 homes in America can tune in to 
the programs that originate on this 
network, and if you add together 
the audiences of our various shows 
over a period of a week, the total is 
475 million people. People to whom 
radio listening is a vital part of their 
lives. This is the dimension of our 
opportunity and responsibility. 


A Pledge to Tomorrow 


The challenging years ahead will, 
we feel, bring new significance to our 
ideas which have already served the 
country. So we rededicate ourselves 
and all our facilities to the constant 
alerting of the minds of our people 

. . to finding and presenting new 
shows and stars of tomorrow. For 
only by giving America all the un- 
biased facts, and by giving them the 
best in the field of entertainment, 
can we continue to live up to the 
great responsibilities which are those 
of a radio network serving a great 
nation. 


American Broadcasting Company 


* Tune in your American Broadcasting Company station for a special full hour program. 


Friday, June 15th, 10 P.M., EWT. 
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Maverick Makes It Easy 
to Buy Surplus Goods 


Washington, June 7.—JIt looks 
good on paper, and it might even 
work. Anyway, Maury Maverick, 
the arch-foe of bureaucratic lan- 
guage, has five pages of small type 
to prove that the small business 
man will be able to buy surplus 
property merely by filing an ap- 
plication at one of the Smaller 
War Plants Corporation’s 114 dis- 
trict offices. 

The business man having stated 
his request, Uncle Maury takes 
over and does the rest, typing up 
five carbons of the application, for 
—warding same to various offices, 
(including Maverick headquarters, 
Washington) and sending out a 
“surplus property liaison special- 
ist” to find the merchandise. 

SWPC is to have these “liaison 
specialists” assigned to the dis- 
posal agencies, with instructions 
to find the goods, and report on 
SWPC Form No. 000 to: the appli- 
cant, the district office where the 
request originated, the appropriate 
section of the disposal agency; 
Maverick’s Washington office; and 
keep one for himself. 

All this is “subject to the avail- 
ability of the item and the condi- 
tion of their sale by the disposal 
agency,” this five-page memo, 
“Proposed Field Procedure to be 
issued by Assistant to the Chair- 
man in charge of Field Activities, 
Chief, Office of Reconversion,” 
says. (It starts on P. 157 of the 
House Hearings on the War Agen- 
cies Appropriations Bill for 1946). 


= pier. LS en ie re peg oe i tie ae, 
— y 7) ee | 
= WhixWeek 


_ See ee 


By STANLEY E. COHEN, Washington Editor. 


| 
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Mr. Maverick emphasizes that he 
will operate as a buyer, using a 


| priority if necessary, to help small | 


business get surplus war goods) 
but that he has no intention of | 
stocking up warehouses and open- 


ing a nationwide chain of general | 


stores. His services include credit, | 
when necessary. 
* * a 

Boner: The glories of over-sim- 
plification were never better illus- 
trated than in a WPB press re- 
lease last weekend asserting that 
1,000,000 radio tubes would main- 
tain 666,666 sets, or provide 200,- 
000 new five tube receivers. The 
WPB writer, of course, neglected 
to mention that nearly 200 kinds 
of tubes are needed to maintain 
home sets because of a lack of 
standardization. 


offset, however, by the sincere ef- | 
forts WPB is making to increase | 


civilian tube supplies, by perhaps | 
4,000,000 a month. Since V-E Day | 
Army requirements have _ been | 
strictly reviewed, resulting in con- | 
tract cancellations: This week a 
tube industry meeting was post- 
poned because WPB would not 
subscribe to Air Corps estimates. | 
aa 


Tempest: Wyoming’s Sen. Jo- 
seph C. O’Mahoney is predicting | 


a lot of heaving and hauling in | 
the WPB newspaper industry ad- 
visory committee as newsprint 
becomes slightly more plentiful 
later this year. According to the 
Senator, small papers will be at} 
competitive disadvantage in buy- 
ing if restrictions are lifted, yet 
he fears that metropolitan news- | 
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THE GAZETTE LEADS ~ 


IN CLASSIFIED, Too 


GAZETTE -1,657,0 8 Og 
2d Paper —1,036, 


395 ww 


620, UY mes 5) 


st 
in CLASSIFIED 


A whopping 60% LEAD 
for the Gazette in 44! 


Trust the man who spends a dollar or 


so on a classified ad to buy where 


he’s sure of getting most results. In 
Schenectady, that’s The Gazette—for 
50 years the circulation leader, and 


No. 1 results-getter for advertisers. 


SCHENECTADY 


REYNOLDS-FITZGERALD, INC., National Representatives 


|papers will want to take the in- 


creased paper for themselves. On 
the other hand big publishers 
point out that they have made the 
bulk of paper savings during the 


war. Confusion: Auto makers are 
not sure when the first new car | 
will appear. According to one 


industry representative “the an- 
swer depends on whether you talk 
to the sales department or the 
production department.” 
* * ok 

Appraisal: Commerce Secretary 
Henry Wallace is not completely 
satisfied with the textbooks on 
opening small businesses which his 
agency prepared for the Army, 
although he wrote a special an- 
nouncement in Domestic Com- 


|merce to advertise them. Accord- 


ing to Wallace they ought to pro- 
vide more data on judging the 
competitive situation and the re- 
lationship of that particular busi- 
ness with other businesses. Proj- 


ect: For years Commerce has 
published an index of university 
research topics, but Secretary 


Wallace is toying with a new plan 
to tie schools of business to the 
Commerce Department. Taking 


The mistake is|shape in the Secretary’s mind now, 


ne says, is a plan for the govern- 


ment to assign business research 
projects to the universities, just as 
agricultural research is handed out 
to the technical schools. 
aR of f 

Trend: Nine important produc- 
tion areas, including South Bend, 
Philadelphia, Los Angeles and 
Waterbury, Conn., have been re- 
moved from Group I to Group II 
labor classifications, clearing the 
way for local reconversions. 

Testimonial: Dr. Vannevar Bush, 
director of the Office of Scientific 
Research and Development which 
has been responsible for the de- 
velopment of so many miracle 
weapons, told the House ap- 
propriations committee that he an- 
ticipates wide use of FM for com- 
mercial radio after the war. Asked 
if he expects “junking of all the 
present type radio stations and a 
building of new types of stations 
and receiving sets,’”’ Dr. Bush said, 
“Oh, yes. I think the public will 
be willing to try to get it.” 

Bo of co 


Service: OPA has appointed a 
“veterans’ relations adviser” 
whose function is to help the 
agency solve the problems of vet- 
erans returning to jobs or busi- 
nesses affected by OPA regulations. 


Advertising Age, June 11, 1945 


Mixup: Half a dozen FTC in- 
vestigations involving the activi- 
ties of export trade association 
are reportedly bogged down as 
result of a Supreme Court rulin 
last month approving the right « 
the Department of Justice to sta: 
anti-trust actions against an e» 
port association without waitin 
for FTC recommendations. Und 
the Webb Pomerene Act, FT< 
registers and supervises expor 
trade associations, but the Su 
preme Court insists that Justic 
retains the right to begin an ac 
tion any time it feels the anti 
trust laws are broken. FTC 
authorized “to investigate and 
recommend,” the court pointed 
out, and “by its investigations and 
recommendations, may render a 
useful service in bringing viola- 
tions to the Department of Jus- 
tice.” 

* * * 

Diplomacy: Office of Inter- 
American Affairs wants to spend 
$181,000 to advertise its radio pro- 
grams in Latin America in 1946. 
That’s an increase of $8,000. U.S. 
advertisers have taken over a 
number of CIAA’s programs, and 
are spending about $16,000,000 a 
year in Latin America. 
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LET'S MAKE THIS 


ly 


Uncle Sam was trailing badly in the early innings, but here lately 
he’s been knocking the cover off of everything! Now comes the Sev- 
enth Inning in War Bond sales, and every individual, big and little, 
has the opportunity to pound out a hit. War takes heart and soul 
and lives—irreplaceable lives! It also costs money. Money you don't 
give up, only loan at a good profit to yourself. Buying a bond #8 
no sacrifice, it’s a clean hit for our fighters, our country and our 
selves. Buy every bond you can, and in your advertising urge ot ier 


to do the same. Let’s not go into extra innings! 


THE CHAMPION PAPER AND FIBRE CO., Hamigt 


MILLS AT HAMILTON, OHIO ... CANTON, N. C. ... HOUSTON, TEX 5 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, | »¢" 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


BOSTON - ST. LOUIS - CINC! \™ 
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Motor Club Study 
Shows ‘51 as End 
of Auto Shortage 


‘hicago, June 5.—Any thoughts 
the average motorist may enter- 
tain about buying a new car this 
year—or next—or the year after 
that—may just as well be dis- 
missed, and in fact must be aban- 
doned for the good of the nation, 
according to Chicago Motor Club 
off -jals. 

These officials revealed here Fri- 
day that a survey they have just 
completed of potential automobile 
production indicates that only 
about one out of 23 citizens with- 
out priority ratings in 1947 will 
be able to get a new car, and that 
not until 1951 will every one who 
wants a car be able to get one. 

Charles M. Hayes, president, 
and J. J. Cavanagh, vice-president 
and general manager, reported on 
the survey at a meeting they 
arranged with leading auto deal- 
ers and repairmen to enlist aid in 
combatting motorists’ ‘“tremen- 
dously dangerous optimism.” 

“The American public is getting 


sadly off base in estimating when 
new cars will be available,” Mr. 
Cavanagh emphasized. ‘People 
have been canceling orders for 


major repairs since the WPB an- | 


nounced 200,000 or so cars will be 
built this year and about 2,000,000 
in 1945. Actually, the motorist 
must take care of his auto from 
two and a half to five or six years 
more, depending on his replace- 
ment needs.” 


Car Care Still Needed 


For the next 18 months, cars 
will undoubtedly be rationed, he 
asserted, adding that afterward, 
even without formal rationing, 
doctors, nurses, war workers, po- 
lice departments and others, not 
to mention returning servicemen, 
will continue to get autos first. 

The survey, based on replies 
from most car manufacturers, the 
National Association of Manufac- 
turers and others, shows that 6,- 
000,000 cars will first be allotted 
to those having priorities. It 
shows that if production amounts 
to 215,000 cars in 1945, to 2,000,- 
000 in °46 and in ’47 reaches the 
highest prewar production figure 
of 4,500,000, only 715,000 new cars 


will be available to the approxi- 


mately 15,000,000 civilians who 
will then want new cars. 
Meet Demand in ’51 
Assuming auto production 


amounts to 5,000,000 units in ’48 
and is stabilized at that rate, the 
unfilled public demand for new 
automobiles will not end _ until 
some time in 1951. 

It was assumed for the study 
that about 175,000 cars will go off 
the road each month for the next 
few years. Mr. Cavanagh actually 
believes that this figure is overly 
optimistic, and that 200,000 a 
month is closer to what the situa- 
tion will be by the end of next 
year. At that rate ef obsolescence, 
the auto industry will erase only 
2,500,000 units of the accumulated 
demand each year it turns out 
twice that many units. 


Campbell to Malone 


Paul Campbell, for many years 
with the advertising and public re- 
lations departments of Goodyear 
Tire & Rubber Company, Akron, 
O., has joined the creative staff of 
Norman E. Malone, business con- 
sultant, Akron. 


French Press Asks 
Price Increase 


The Paris Press Federation has 
requested authority from the 
French Ministry of Information to 
increase the price of newspapers 
from 1% to 2 francs “in view of 
the present cost of production.” 
The publishers hope to obtain a 
favorable ruling which will apply 
to the provinces as well as the 
capital. 

The price of newspapers was re- 
duced from 2 francs when size of 
papers reached “postage-stamp” 
dimensions early this year because 
of the scarcity of newsprint. In 
recent months the government has 
granted a general increase in 
wages and salaries, and the price 
of raw materials has continued to 
rise. 


Goodrich to Salt Lake 


B. F. Goodrich Company has or- 
ganized a new sales district of the 
replacement tire division with 
headquarters in Salt Lake City. 
Walter W. Wallace, general super- 
visor of the Denver district for 
the past four years, will head the 
new office. 
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Akron 
with synthetic rubber has 
been so rapid and surprising 


Indusiry’s progress 


that artificial rubber tires 
today can roll 69,000 miles, 
or a distance equivalent to 
nearly two and a half times 
around the world. 


This statement is based on 
the findings of the American 
Automobile Association 
which recently issued a 
report on its “Keep ’em 
rolling tour”. The most im- 
portant conclusions were: 


1. . Synthetic Rubber pas- 
senger car tires, if properly 
inflated and used under rea- 
sonably good driving condi- 
tions, will give a minimum 


mileage of 37,500. 


2.. The same tires can last 
for 60,000 miles with one re- 
cap added to the original 
tread. 


3..A grade C tire, recapped 
with synthetic rubber, can 


give an extra 22,500 miles of 
service. 


SYNTHETIC 
RUBBER 


is another reason why 
Akron, a rich war-time mar- 
ket, will be a_ prosperous 
peace-time market—one you 
cannot afford to overlook 
when planning your postwar 
sales programs. 


Represented by: 


STORY, BROOKS & FINLEY 


NEW YORK 
CLEVELAND 


PHILADELPHIA 
LOS ANGELES 


CHICAGO 
ATLANTA 
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Takes Rumford Ad Post 
Fred A. Meuschke, for the past 
three years in Army service, and 
previously assistant to the adver- 
tising manager of Manufacturers 
Trust Company, New York, has 
joined Rumford Chemical Works, 
Rumford, R. I., as adverticing 
manager of the food products di- 
vision. Charles A. Williamson, for- 
merly engaged in sales and mer-| 
chandising research for Rumford, 
has been named assistant to the 
sales manager of the division. 


Holmgren to Agency 

E. T. Holmgren, formerly ad- 
vertising manager of Wood Con- 
version Company, St. Paul, has 
joined Melamed-Hobbs, Inc., Min- 
neapolis, formerly the McCord 
Company, as account executive. 


x WOOD « 


Well read and liked by the important men 
in a great industry—men who are work- 
ing to achieve wood's exciting future. 


PRODUCTS 


|sues of a year ago, with the same | 


| 
| 


Business Papers’ 
Ad Volume Gains 
14% in May Issues 


Chicago, June 6. 
volume in May issues of business | 
|papers ran 14% over similar is-| 


percentage of gain showing for the | 
January-May period, according to | 
|a compilation of monthly reports | 
to Industrial Marketing. 


In all, a total of 175 publications | 


carried 24,843 pages of advertis- 
ing in May, 1945, issues, compared | 
with 21,726 pages last year. For 
the five-month period, the figure is 
119,753 pages, compared with 
104,888 pages in 1944. 

In the industrial group, 108 pub- 


lications reported a total of 17,893 | 


pages of advertising for May, com- 
pared with 15,928 pages, for a 
12% gain in volume. 

Thirty-two trade 
carried 3,562 pages of advertising 
copy in May issues, a 25% gain 
over the 2,852 pages a year ago. 

In the export field, 13 papers 
ran a total of 1,383 pages of ad- 
vertising, up 27%.over the 1,089 


Advertising | 


publications 


| pages for May, 1944. 


Twenty-two class publications | 


carried 2,005 pages of advertising 
in May, compared with 1,857 pages 


last year, an 8% advance, 
| For the five-month period, in- 
| dustrial papers are up 12% in ad 


volume, trade publications 28%, 
|export papers a and class pub- 
| lications 10% 


Heads Paper Company 
Donald D. Davis, formerly WPB 
/vice-chairman in charge of field 
operations, has been elected presi- 
\dent of the Minnesota & Ontario 
Paper Company, Minneapolis, suc- 
;ceeding R. H. M. Robinson, who 
becomes chairman of the board. 
Mr. Davis joined the company in 
November, 1944, and before enter- 
ing government service in 1942, 
was president of General Mills. 


Meissner Appoints 


Godfrey Wetterlow, recently as- 
sistant to the president of Phil- 
harmonic Radio Corporation, New 
York, and head of his own agency 
from 1922 to 1937, has joined 
Meissner Mfg. Company, Mt. Car- 
mel and Chicago, IIl., as eastern 
sales manager. 


al 


Michigan led the peacetime in- 
dustrial up-turn after the last war, 
and will do the same again after 


this war is over. 


Right now, Michigan is an out- 
standing wartime market because 
of its vitally needed munitions pro- 


* It’s going to be the same 


allt ower again? 


bined daily 


Michigan newspapers, with a com- 


circulation of three 


hundred and fifty thousand copies. 


Even today, under wartime dif- 


duction, but when peace comes, 


automobiles will take the place of 


tanks, guns and shells. 


Much of this big, active market 


ficulties, you can promote Booth 
Michigan markets with a minimum 
of schedule restrictions. 


* 


For more information on Booth Markets, ask 


Dan A. Carroll. HO Fast 12nd Street. 
New York City 17 


is covered by the eight Booth 


John E. Lutz. 435 N. Michigan Ave., 
Chieago Il 


MAY BUSINESS PAPER ADVERTISING VOLUME 


compiled by Industrial Marketing, 
Unless otherwise 


‘These figures, 
without written permission. 


and have standard 7x10 type pages. 


-memens * aye, 


noted, 


Timberman 
Tool & Die 
SOUEEED shaw denes<cos 
Water Works Engineer- 
ing (bi-w) 
Water Works & Sewerage 
Welding Engineer ....... 
West Coast Lumberman. . 
Western Construction 
News 


Journal 


Boot & Shoe Recorder 
ee eee oe 
Building Supply News... 
Chain Store Age— 
Administration Edition 
Combination 
Druggist Edition 
Fountain Restaurant 
General Merchandise, 
Variety Store Editions 
Grocery Editions 
Commercial Car Journal. 
Domestic Engineering. . 
Electrical Mere handising — 
Ee | ba wd hee es ace eee 
Farm Implement News 
| PE ae 
Geyer’s Topics 
Glass Digest 
Hardware Age (bi-w).... 
Jewelers’ Circular——-The 
Keystone 
Liquor Store & Dispenser 
Men’s Reporter (9x11%). 


Pages 
1945 194 
Industrial Group 
| Aero Digest (semi-mo.)...  *283 *360 
Air Conditioning & Refrig- 
eration News (w) (11%x 
| eles a tane'sayned @41 $39 
American Aviation (semi- 

MD “ashen oateck vaxdaes *93 *110 
American Builder........ 124 82 
American. City ....:...... 114 86 
American Machinist (bi-w) *|573 *560 
Architectural Forum..... 174 127 
Architectural Record..... 139 94 
Automotive & Aviation 

Industries (bi-w)....... 354 313 
NED oS shardit s6 bhh-te hs o 281 317 
Aviation Maintenance.... 100 92 
Bakers’ Helper (bi-w).... {142 119 
Ss Ea 56 47 
Brewers’ Digest.......... *31 *26 
Brick & Clay Record..... *$43 *23 
Bus Transportation....... $165 §131 
Butane-Propane News.... 68 44 

| The Canner (w) ........ *|91 *87 
Ceramic Industry......... *§92 *41 
Chemical & Engineering 

RSE arr 75 75 
Chemical Industries...... *117 *90 
Chemical & Metallurgical 

Engineering ........... {341 334 
Civil Engineering......... 40 33 
3 (SRA 145 107 
Construction Digest (bi-w) 102 82 
Construction Methods 

AY Gitta 6S S-0 dletes sss 140 117 
CI sian aiden esa 51 45 
Contractors & Engineers 

Monthly (9%4x14)....... 55 46 
Ce puae reecinke cts oes 154 129 
Diesel Progress (84x11). 95 82 
Electric Light & Power.. 83 72 
Electrical Contracting 131 108 
Electrical South ........ 51 30 
Electrical West ......... 76 65 
Electrical World (w)....  ||276 224 
eae *320 *281 
Engineering & Mining 

7 SRE 129 116 
Engineering News-Record 

RR RatekAcabab ashen ss *|$t480 *301 
Factory Management & 

Maintenance .......... 354 
Fire Engineering ....... 43 “43 
Food Industries ........ 162 148 
SMO POMNEIY ciccecccess 215 17 
EM RAPE? 6 ear 51 50 
|Gas Age (bi-w).......... {$7120 *§8 
| Heating, Piping & Air 

Conditioning .......... 149 12 
| Heating and Ventilating. 78 53 
| Industrial & Engineering 
| Chemistry (two editions) 156 151 
| Industrial Finishing 
CEU Badass ge kdeaes 90 67 
| Industry and Power..... 146 136 
to BS.) ee t795 *704 
Laundry Age (semi-mo.) |78 *57 
| Machine Design ......... 292 216 
| Machine Tool” Blue Book 

SRWEMEND Gassddeses ass 3638 371 
 , RO ee 358 335 
| Manufacturers Record .. 49 $101 
| Marine Engineering & 
| Shipping Review ...... 299 297 
| Mechanical Engineering. . 136 100 
| Mechanization (4 13/16x 
| DO Bataxdicsacsscs 89 75 
| Metal Finishing ......... 78 72 
| Metal Progress ........:. 157 158 
| Metals and Alloys ...... 214 184 
| Mill & Factory ......6.5 337 317 
| BENE SMPONCB cree ees 290 281 
| Mining and Metallurgy.. 26 30 
| Modern Machine Shop 
} a | aan 337 328 
Modern Packaging ...... 137 91 
Modern Plastics ......... "181 *166 
| National Bottlers’ Gazette 105 106 
| National Petroleum News 

 nadedvasanbetee i oeu 151 104 
National Provisioner (w)  |)116 105 
Oil & Gas Journal (w).. *{/534 *402 
Oil] Weekly (w) ......... *|250 *t239 
Organic Finishing ...... tt20 0 
Paper Industry & Paper 

OP 100 83 
Paper Mill News (w). 82 80 
Paper Trade Journal (w) *170 *127 
. sy. 2 100 58 
Petroleum Engineer ..... $207 $180 | 
Petroleum Kefiner ...... 219 200 | 
| Pit 8 |. 2a *147 PERT 
eS See 261 256 
Power Plant Engineering 152 144 
Practical Builder 

Co iT | 85 23 
BES eer 58 57 
Product Engineering .... *365 *357 
| Production Engineering & 

eee 163 171 
Products Finishing (4%x 

| EA ee 65 BA 
| Pure *hasing rahe 266 258 
| Railway Age (w). iidth's dis {$446 $423 
| Railway Purchases & 

Ae ae 126 112 
| Roads & Streets ......... a6 78 
| Rock Products .......... 88 70 
| Sewage Works Engineer- 

F SE Geka GaNSi as ee swe os 23 21 
| Southern Power & Indus- 

Fn? bat GUNCk eh Cabs oo.008 122 126 
tJ! ae Oe eer 570 $550 
| eee rere 24 21 
| Telephone Engineer *49 “44 
b...  C eeee *$i119 $102 
kt, BY. Barre 189 146 


”| Motor Age 


“| Sporting Goods 


Motor 


NJ ie Jeweler) 
| (54%x7% 
Office hd eS 
0) reer 
| Photographic Trade News 
EUUUEEOUR) ca csacsevese 
| Plumbing & Heating 
| Journal 
| Sheet Metal Worker.... 
| Southern Automotive 
pe ae 
Southern Hardware 
Dealer. 
| Syndicate Store Merchan- 
| diser (44%2x6%) 
Underwear and Hosiery 
Review 
Wholesaler’s Salesman 


UE 06d wad Me cdaNeana 


| Export Group 

| American Automobile 
| (overseas edition) 
| American Exporter (two 


editions) 
| Automovil 


Americano 


} | Caminos Y Calles (bi-mo.) 


| Farmaceutico 
| Hacienda (two editions) 
| Ingenieria Internacional 
we are eee 
| Ingenieria Internacional 
Industria 
Petroleo Interamericano 
| ae ae 
Revista Aerea Latino 
America 
Revista Rotaria , 
Spanish Oral Hygie ne 
(4 5/16x7 3/16) 
World Petroleum 


Total 

Class Group 
Advertising Age (w) 

(10% x14) 
American Funeral 


eerie 
American Hairdresser ... 
| American Restaurant ... 


Banking (7 x10 3/16) 
D and W 
Dental Survey 
Hospital Management 
Hotel Management 
a Ww orid- Review (w) 


| Medic: al "Pesmamice 
(4% x6%) 
Modern Beauty 
Modern Hospital 
Modern Medicine 
(4%x6%) 
Nation's Schools 
ee Hazards 
(4%x6! 
Oral a 
(4 5/16x7 3/16) 
Restaurant Management. 
Scholastic Coach 
School Management 
(9%x11%) 
| Traffic World (w) 


Total 


Shop 


$Includes. special issue. 
fied advertising. |Last 
| tFive issues. 
| IfKstablished January, 
June issues combined. 


WOM WORMET  .cciccccee 
Woodworking Digest (4%x 
OE? Shae atdey 40 eaten 
WE! gig Sosa ko C NR ¥ O48 
Trade Group 
American Artisan ....... 
American Druggist...... 


*Three issues, 
1945. 


must not be quoted or reprod 
all publications are 


63 


83 


1,383 


49 
147 
62 

28 
Aso 


| 98 


2,005 


*Includes 
issue 


mont 
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Cousins to Thrift-Way 


M. J. Cousins, for many 
Chicago district manager of 
Paper Company, and more 
cently regional sales managé 
Solventol Chemical Products 


Paper Aids Flying Vets 
Western Airman, Phoenix, Ariz., 
new aviation tabloid, has an- 
nounced a free job ad and place- 
ment bureau service for veterans 
wishing to enter the flying indus- 


try in western states. Western | joined Thrifty Cooperative G 
Airman, which began publication) Company, sponsor of Thrift 
in March, is published by Dick’ stores, as secretary-treasurer 
Bohen, Army air force veteran| company has new offices at 2 
who was formerly associated with! E. 69th St., Chicago. 
McCord Company, Minneapolis, ~~ 

and Harry E. Bromberg, former Names Richard Foley 


account executive of Allen & Rey- 
nolds, Andrew B. Hendrys Com 
New Haven, Conn., maker ol 
cages and pet furnishings, ha 
pointed Richard A. Foley A 


Omaha agency. 


Leaves Donahue & Coe 


Richard Nicholls has resigned as |tising Agency, Philadelphiz 
radio director of Donahue & Coe,' advertising and merchanc 
New York. counsel. 
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Can Manufacturers 
Appropriate Fund 
.. | ior Salvage Drive 


New York, June 7.—For the first 
: ime since the inception of the tin 
15 salvage campaign, the Can Manu- 
6 facturers Institute is supporting 
i the program with a promotional 
ind. Special advertising will ap- 
03 ear in The Saturday Evening Post 
70 nd Sunday supplements in Au- 
an cust, and copy in the current ad- 
ertising will be revised in line 

15,928 ith the new program. 
It is expected that all users of 
135 tin cans will hop on the band- 
wagon and either contribute space 
109 or insert copy pertaining to the 
campaign in their advertising. De- 
tinning companies have already 
25 contributed to. the fund and other 
companies are expected to aid 
the program financially, either 

90 directly or indirectly. 


159 Straightening Out Situation 


Reason for the institute support, 

an executive explained, is that the 

106 salvage program is just beginning 
7 to emerge from the muddle in 

9 which it has wallowed for the past 
years. Only now, it is contended, 
153 is the government straightening 
= out the tin situation, so that the 
18 exact amount of stockpiles can be 
$7 readily ascertained. 

The War Advertising Council 
has elevated the program to “con- 
121 tinuing-primary” rank on its ros- 
ter. To drive home the need for 
salvage to the country and to co- 
35 ordinate the program, which is es- 
i sentially a local affair in each 
‘ community, the council has issued 
87 a “salvage kit’ to 15,000 local sal- | 


ee ee DISPERSION” BECAME, SIMPLY, 


106 Sending Out Ad Proofs 


” ~ ss 
it Theme of the campaign will be Water Repellent 


2,852 “Step On It, Save Tin Cans” and 
will feature an illustration of a 
woman’s foot pressing down a tin 
can in which a Jap is trapped. 

O78 Proofs and mats of the advertise- 

85 ments will be sent to every daily 

newspaper and 5,000 weeklies in . 2 , : : 

OH the pee What has chemistry to do with space buying? Just read this! * Ten years ago, textile 

Benton & Bowles, New York, is 
the agency for the Can Manufac- 

13! turers Institute and _ volunteer 
agency on the council campaign. cai ‘ — ‘ $4 . 

109 i , familiar only to the textile technician. No chemical advertising appeared in DAILY 


Perfex Adds Stations 


— 4 a 


WHEN “ALUMINUM ACETATE. 
WITH WAX IN COLLOIDAL 


chemical firms sold chemicals by formula. Chemicals with names a yard long... 


Perfex Company, Shenandoah, NEWS RECORD. * Today, textile chemical firms no longer sell mere chemicals 
la, has added KFPW, Ft. Smith, ; 
Ark.; KWFT, Wichita Falls, Tex., ... they sell water repellency, fire retardance, moth proofing, crease resistance, etc. 
1,089 and the Arrowhead Network; Du- 
$228 ing ie Gaetan Cleaner ‘awa They sell ideas, not commodities . . . end-use, not technical formulae. * Their 
ments. The company is now using . = : 
‘gq 30 stations in the Midwest. Bu- selling messages are directed not only to the textile technician, but to the mill 


2 chanan-Thomas Advertising Com- 
66 any, Omaha, is th ency. ‘ : 
fe aad all an scsi executive, the converter, the wholesaler, the manufacturer, and the retailer. They 


are familiarizing every factor in the industry with their chemical finishes and 
their trade-names . . . they are building upa mill-to-retailer trade acceptance. 
* And so today, 30 leading chemical manufacturers advertise regularly in 
DAILY NEWS RECORD ... for in the RECORD . . . and the RECORD 


ONLY ...can they reach the entire industry at one stroke! *® If you are 


trying to reach the top executives in textiles, men’s wear, and domestics 


a “Patriotic Effort” ... from raw material producers right through to retailers . . . this story 


—s Take advantage of the greatly 


' 
increased buying power of the has a moral! 


“2nd Market in The Carolinas” 


FAIRCHILD PUBLICATIONS @ 


effort. 
FAIRCHILD BUILDING—NEW YORK 3, N. Y. \_/ 


In the 22 surrounding towns 
y there are hundreds of indus- 

ars tries now engaged in Victory 
output. And count the fine 
farms, the modern dairies, the 
rie productive saw mills, tobacco 
€ a’ acreages. 


Here is a “round-the-clock” 
newspaper service reaching 


95% of a patriotic area. 


ae 


; National Representatives DAILY NEWS RECORD » WOMEN’S WEAR DAILY © RETAILING HOME FURNISHINGS » MEN'S WEAR * FAIRCHILD INTERNACIONAL © FAIRCHILD TRADE DIRECTORIES 
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[) Accept wartime 
2 Carry your own shopping bag 


E) Don't ask for unnecessary 
’ 
PAPER PACKS A PUNCH: 


SHEL does hor Vi 


As shoppers for 85% of all consumer 
goods. women are playing an important 
role in the nation’s drive to overcome our 
No. 1 War Material shortage. Their co- 
operation makes it possible for the mer- 
chant to curtail the use of paper bags and 
wrapping paper—and where that coopera- 
tion is requested—women have shown a 
readiness to respond. 


In this way women on the home front 
are helping to keep our men on a world- 
wide battle front supplied with hundreds 
@ In your business you can help—1. by conserving paper 


2. by turning in for collection all old paper and dis- 
play material in your files, shelves and storage place. 


packaging cheerfully 


wrapping 


AMERICA}S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN 


of thousands of vital items which involve 
the use of paper. 


McCall’s Brings the Need 
Before 3,500,000 Women 


Through its editorial pages MeCall’s. 
month by month, helps to influence more 
than 3.500.000 women in their wartime 
living and thinking. The one woman oui 
of every five in your community who 
lives by McCall's approaches the adjust- 
ments of a war economy with an unusu- 
ally undérstanding mind. 


— ey 


TAS rains. fights — with paper 


by SUUVING Ppa 


(Only 4% of all paper is used by maga- 
zines—and organized salvage drives re- 
cover much of that for re-use. In addition, 
MeCall Corporation, along with other 
publishers, has introduced many econo- 
mies that are saving thousands of tons 


of paper. ) 


f? if. 


THREE MAGAZINES IN ONE 


AND WOMAN 
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"YoU OUGHT To KNOW .. . 


BUSINESS CHART OF THE WEEK . 


. THE PAY-OFF . . 
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_ OTHER FEATURES”... =i 


he Pag- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


By ELON G. BORTON 


Advertising Director 
La Salle Extension University 


How important are headlines to the suc- 
cess of your advertising? 

They are very important of course be- 
cause they largely determine whether the 
reader of the publication will even glance 


Ad No. 22—39 lines Ad No. 15—40 lines 


Don’t Let Relieve «...... 
Athlete’s Foot Athlete’s Foot 
“Lay You Up” Tonight 


Ad No, 17— 38 lines 


Relieve 
Foot Itch 


ATHLETE'S FOOT (RINGWORM) 


With Double Action Treatment That Stops Itching 


Ad No. 16—3 lines 


Beware Two Germs 


that cause tortures ef ringworm or 


Athlete’s Foot 


at your ad and/or start reading it. Some 
direct response advertisers have told The 
Pay-Off that they consider headlines as 
responsible for 50% of their results. 
Others say 40% and others say 30. But 
any of these figures are high enough to 
indicate how vital the headline is in any 
advertisement. 

Here are ads of two different products 
which illustrate how sharply a change in 
headline can affect the results in a di- 
rect-response ad. 

The four headlines about athlete’s foot 
were on small ads of almost identical size 
and with identical copy save for the 
headlines. Each had a buried offer sell- 
ing a bottle of the medicine on trial. 
They were tested in a split run so each 
appeared under the same conditions and 
at the same time. 


You Ought toKnow . 


Westinghouse Electric Corporation 
hired Gawain Edward Pendray on a part- 
time basis in 1936 to handle publicity. 
Now, as assistant to the president in 
charge of public relations and institu- 
tional advertising, he 
directs a staff of 150 
people and the annual 
expenditure of $5,000,- 
000. But it’s still a 
“part-time” job. 

Seldom in his 44 
years has Pendray 
managed fewer than six 
jobs at once. The day 
we talked with him 
at the Engineers Club 
in New York we re- G Edward Pendray 
ceived a news release 
from Westinghouse, Pittsburgh, quoting 
a talk he’d just made at Iowa State Col- 
lege as secretary of the American Rocket 
Society, and mentioning his latest book, 
“The Coming Age of Rocket Power,” 
recently published by Harper & Bros. 

endray figures that he has written 
500 articles and made 300 speeches on 
rockets and jet propulsion. He predicts 
that rocket power eventually may enable 
en ineers to build a 1,500-mile-an-hour 
pl.ne, which will enable you to breakfast 
in New York, lunch in London, and dine 
ba kk in New York again. 

ut at one time or another he’s been 

ju. as concerned with astronomy, arch- 
© logy, chemistry, and keeping rats out 
metropolitan milk supply. It all 

: up to Science. Science harnessed 
by Sngineering is the Westinghouse story 
rn in Omaha, he was raised on a 
estead cow ranch in Wyoming. His 
nts then were poor and he got his 
degree the hard way from the Uni- 

ity of Wyoming at Laramie. He 

ht at a country school for a couple 
‘ars to earn money for more study at 

Te chers’ College, Columbia University. 
t Columbia he really got the six-jobs- 
nee technique going. He taught Eng- 

to foreigners, wrote jokes for the old 
and Judge; did a daily column for 
1ometown paper, the Laramie Repub- 


Using one hundred orders as the basis 
for the producing ability of the best piece 
of copy, the comparative results as given 
to The Pay-Off by F. E. Duggan are: 


PR Oe See eee 100 orders 
| gt OR a a 86 orders 
Cs. Es) ees oe 38 orders 
PEE POG ET ce Re ae kes ea 31 orders 


Thus the best headline pulled more 
than three to cne over the poorest. 
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The other ad illustrated was furnished 
by D. L. Dungan’of Des Moines. We 
show only one ad but this ad with its 
headline, “New Enlargement, 3c Stamp” 
pulled very much better than the other- 
wise identical ad with the headline, 
“Free Enlargement.” And the same ad 
with the headline “Enlargement Given” 
dropped to a poor third in results. 


e eG. Ldward Pendray 


lican-Boomerang (established by Bill 
Nye), and sold some pieces to The Satur- 
day Evening Post for the “Short Turns 
and Encores”’ department, for which he 
received as much as $25 each. 

Pendray got his master’s degree, but 
instead of becoming a teacher he turned 
journalist. The New York Herald Trib- 
une hired him to handle fires, meetings 
and miscellany. Among other things he 
investigated health frauds, in the course 
of which he met Dr. Shirley Wynne, then 
head of the city’s health department. 

Soon he was handling Dr. Wynne’s 
publicity on the side. In between, nights 
and Sundays, he was writing pulp fic- 
tion for Hugo Gernsback’s Wonder 
Stories, Amazing Stories, and others. If 
his science-in-fiction output was less than 
some others of this latter-day Jules Verne 
crowd, Pendray believes it was due to 
the pains he took to check the facts. 

He began, as he says, to “rediscover all 
science.” Einstein had come along to 
change some accepted things in physics. 
Chemistry was changing too. Pendray 
found himself writing scientific articles. 
He left the Herald Tribune, but was re- 
hired as a part-time science writer. He 
found himself working also for the Milk 
Research Council and the Noise Abate- 
ment Commission, and ghosting several 
books for Dr. Wynne. He was free-lanc- 
ing for Esquire, Liberty, Today and 
other magazines, and working on a book 
of astronomy, published as “Men, Mir- 
rors and Stars.” 

About that time, pondering over all the 
“horse operas in space” he had written 
for the pulps, in which the supermen 
heroes ended up on the moon, he wond- 
ered if the hero couldn’t really get to the 
moon. That started him off on rockets. 

He was then living in Chelsea Village 
on 22nd St. in New York. With a dozen 
others who wondered similarly, he or- 
ganized there in 1930 the American In- 
ter-Planetary Society. Then the next 
year he and his wife went to Germany 
and consulted with rocketeers of that 
country. He came back and devised a 
liquid-propelled rocket, five times as pow- 


erful as T.N.T. It went a few hundred 
yards before it exploded. 

Appointed science editor —still part- 
time—of the Literary Digest, in 1933, and 
still writing eight to 10 articles a week 
for this and other publications, Pendray 
became interested in industrial labora- 
tories. He met the men of Westinghouse, 
and went to work for them. 

The Westinghouse public relations de- 
partment then comprised two or three 
writers. Today, Pendray supervises in- 
stitutional advertising in magazines, 
newspapers and other printed media; two 
network programs; a publicity depart- 
ment with two and one-half billion an- 
nual circulation (the number of papers 
which use this material times their circu- 
lation); the production and distribution 
of motion pictures, shown last year be- 
fore 5,500,000 people; college and school 
and engineer relations, including such 
publications as the Fortune-format 
“Westinghouse Engineer” and ‘“Westing- 
house News Front” for schools. 

Westinghouse publicity material now 
goes into one-third of United States high 
schools. About 135 high school students 
are given Westinghouse scholarships an- 
nually. Normally, 200 to 300 college 
graduates are hired annually by this com- 
pany where, Pendray says, “even selling 
is an engineering process.” By arrange- 
ment with several universities, more than 
2,000 Westinghouse employes are now 
getting low-cost education in engineer- 
ing. 

Such programs, in public and “private” 
relations, are in addition to the com- 
pany’s product advertising program, 
under Jack McKibbin, which totals an- 
other $5,000,000 a year. 

Although the company sells scores of 
products to the public, and is preparing 
more for postwar, three-fourths of its 
business is normally with heavy indus- 
tries. The profit on this part of its busi- 
ness is proportionately even greater. 
George Westinghouse was an engineer, 
and his questing spirit still pervades the 
organization, many of the principal cus- 
tomers of which also are engineers. But 


the men of Westinghouse believe that 
their engineering reputation also will be 
an increasing factor in the sale of house- 
hold appliances. 

Next to rockets, Pendray probably is 
best known for the Westinghouse “time 
capsule” at the New York World’s Fair. 
He had been working on a book on ar- 
chaeology, and he decided that such a 
“capsule,” containing many evidences of 
the civilization of this country, A.D. 1939, 
might be of interest and value to anyone 
who might unearth them in the Flushing 
Meadows, say in A.D. 2439. Actually the 
7%-foot capsule of cupaloy, a Westing- 
house-developed form of copper which 
could be tempered to about the hardness 
of steel but which still had copper’s elec- 
trical characteristics, was said to be good 
for more than 15,000 years. The cap- 
sule itself was buried in asphalt, its one- 
inch-thick shell filled with dry ice, which 
expanded. Its contents had been placed 
in a glass bubble, from which the air 
had been removed by lamp-sealing ma- 
chines. 

The time capsule, says Pendray, had 
“emotional and public value.” Also it 
dramatized the ingenuity and thorough- 
ness of Westinghouse. And incidentally 
it resulted in the sale of a lot of cupaloy, 
then new, which is ordered by the ton 
now. 

Pendray might pass for just-another 
public relations man were it not for the 
beard. The beard, he emphasizes, started 
by accident. He was on an assignment 
for the Herald Tribune in Red Bank, 
N. J., 18 years ago, when he developed 
barber’s itch. The beard not only re- 
lieved the itching but attracted attention 
to the young man when he and competi- 
tive reporters, some of them older than 
he, were all interviewing the same celeb- 
rity at once. 

His life’s work is to “get more people 
to know science.” In this he admits to 
being a “one-man Messiah.” 

Incidentally, he believes that you may 
expect mail and express by rocket planes 
fairly soon. Passengers will come later. 
Probably G. Edward Pendray will be 
the first. 


lhe Creative Wan: Corner 


Looking through a couple of Starch 
checked magazines the other day we 
couldn’t help but find a little satisfaction 
in the fact that this Corner’s initial reac- 
tion to several current campaigns fairly 
well anticipated Dr. Starch’s sample. 

Some day, just for fun, we are going to 
make up a box score on all of the cam- 
paigns and advertisements cited here for 
which there are Starch ratings available. 
Meanwhile, this is a report on typical 
advertisements in three series that have 
recently been noted in this column. 

Be 

The first of these is the whimsical, or, 
as a friend of ours puts it—pixie cam- 
paign for Snyder’s catsup, which we 
pointed out in ApvERTIsING AcE for March 
5. The teenie weenie Snyder Folks who 
were so “persnickety” about their toma- 
toes have turned out to be a little too 
persnickety, too, when it comes to at- 
tracting readers. Of the nine color pages 
advertising food, in the April 2 issue of 
Life, they attracted the smallest total 
audience, and with a single exception the 
smallest percentage of women who “read 
most” of the text. 

9 

The Listerine shaving cream adver- 
tisements that promise not to make shav- 
ing a pleasure, in what must be recorded 
as one of the most perverse campaigns 
ever conceived, also are failing to pull 
in any great number of readers. In Life, 
fer April 2, the half-page advertisement 
for Listerine shaving cream ranked sixty- 
sixth out of seventy-two rated advertise- 
ments for “seen” and sixty-second on 
the basis of “read most.” 

Exaggeration in humorous advertising 
can be tremendously effective, as in the 
Wheaties and Pepsi-Cola cartoons, and 
the famous Los Angeles billboard cam- 
paigns for Mad Man Muntz and his used 
cars. (Who could ever forget a man who 
advertised, We buy ’em retail and sell 


‘em wholesale! and I want to give ’em 
away, but my wife won’t let me. She’s 
crazy!) But exaggeration in reverse, in 
what purports to be serious advertising, 
simply breaks all the rules. 

Advertising, as we have said more 
than once before, has to make a promise 
and it has to be a good promise. 


3. 

We think there are at least half a 
dozen broad subjects for advertising that 
can be counted on, if they are thought- 
fully and skilfully dealt with, to draw 
large groups of readers through almost 
any amount of detail and almost any 
number of words. 

The recipe is one of these. Home dec- 
oration is another. Aviation is one. And 
despite the overwhelming interest in its 
principal competition, railroading has 
always seemed to us to be another. 

We had this in mind when we singled 
out the current New York Central cam- 
paign for its graphic presentation of the 
fascinating business of making trains 
run. Whether or not this is right you may 
decide from the following: The adver- 
tisement entitled “‘Who’s Who on the 
‘Century’” in Collier’s for April 7 was 
read through by more people than any 
other of the 46 rated advertisements ex- 
cept one (a Chrysler Division advertise- 
ment on the subject of fluid drive which 
was reproduced here a few weeks ago). 

The important thing here is that there 


are certain advertising ‘subjects whose 
intrinsic interest gives both the adver- 
tiser and the advertisement maker a 
much better than ordinary opportunity 
to attract and hold a wide group of read- 
ers. Not to take advantage of these is 
to overlook one of the most exciting pos- 


sibilities in the business. 

It is almost as exciting as digging out 
a new, vital advertising story in a field 
where there appears to be nothing left 
to say. 
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Maria Danica Campaign 


Maria Danica Laboratories Cor- 
poration, New York, is starting an 
extensive advertising and promo- 


Drys’ Test Case 
Asks FCC to Deny 


|\las and WBAP in Fort Worth—are | 


owned by newspapers that are | 
“editorially wet’ and sell radio | 
time to brewers and wine makers | 
to advance their own editorial 


Advertising Age, June 11, 1: 


tion age = ete te Foe policies. To sell to such advertis- 

magazines and trade publications | ers and not to sell time to those 

for Maria Danica cosmetics. Ger- Washington, June 6.—The na- who oppose liquor and beer is un- Henry Tritschler, pres. of Nelson Chesman Co., Chattanoo: 

trude V. Conlon, newly-appointed | tions dry forces, one of whose | {air discrimination, the complaint | agency, believes he has a record few can challenge. On June 1 } 

advertising and publicity direc- lenmediate objectives in te chitain charges. celebrated 56 years of service with the same agency. . . John } 
tor, will place the series. The} sqio time to attack beer and al-|.1t _is alleged CBS_ received| Wrath, who prior to joining the Army in 1941 sold radio time f 
company plans to add a toilet | .gholic beverage consumption, $2,047,115 in 1944 for beer and| Headley-Reed Co., Chicago, has been promoted to captain. He 


water, liquid bubble-bath and 
after-shave lotion to its line of 
products. 


EYE’ CATCHERS 


All lines business 
‘ ae situations. Top 


plan to make a test case of a com- 
plaint filed with the FCC last 
week against CBS and Station 
KRLD, its Dallas outlet. 

The complaint asks that the 
commission refuse to renew the 
license of KRLD when it expires 
July 1 because the station refuses 
to sell any time to the Rev. Sam 


ville, president of the Kentucky 


wine broadcasts over its network 
and other large amounts for local 
beer programs over eight stations 


of which it is licensee, and that | 


KRLD received about $50,000 for 


such broadcasts. 


Three Join Eshleman 


Eshleman Company, Philadelphia, 


| 
| 
| 


liaison officer with a U. S. combat section of the Chinese Comb: 


Command, advising the Chinese Army staff in phases of supply. . 


Capt. Robert Miller, a war prisoner of the Japanese for 34 month:. 
is now on leave in the U. S. before returning to the Philippines 


where, prior to the war, he was v.p. and gen. sales mgr. of t! 


e 


Philippine Education Company, Manila, largest distributor of books, 


magazines and educational material in the islands. Magazine pu 
lishers attended a recent luncheon for him in New York, tender: 


board of trustees, U. of Rochester. . . 


‘d 


Ist Lt. H. M. Bauf, formerly publicity director of the Los Angeles 


geese 


Morris, San Antonio, Tex., Bap-~ Raymond S. Aarons, formerly by the Kable News Co. . . M. Herbert Eisenhart, pres. & gen. mer. 
FREE! Wott 4.,°| tist minister and advocate of the | with Day & Zimmerman, engineer-| of Bausch & Lomb Optical Co., has been elected chairman of the 
& lection adv.|dry cause. H. M. Johnson, Louis-|ing firm, has joined Benjamin tion ¢€ 


Other | 


it iantipites 9 gred School Association and of | as director of the agency’s newly-| Chamber of Commerce, is working on “Public Relations, A Modern peary 
promotions. Shot new e American Business Men’s Re- organized division of marketing Ast * $2 Me teed hy Simemests th tak tall ain italien writers 
= yn gg Fo search Foundation, filed the 135- and merchandising. Tom Tanis, - ae nes Y&R an ic prt - rapt 5 eens — for mat 
NOT STOCK PICTURES. Page peers. sae Sixes & Albright’ Ine, on ” i ae gen’l mgr of the pier . Sige 
on —— No" By Claim Discrimination joined the agency as account ex- | agency’s radio dept., tells how commo 
et ecAsCneen The complaint states that KRLD | ecutive for Beacon Chemical Cor- | to make good on the job in the classific 
ni? & 38th Street | and other 50,000-watt Columbia | poration, and Harry E. Thompson | junior section of the June ranges 
: = | Stations in Texas—WFAA in Dal-| has been named art director. Woman’s Home Companion, . . and ac 
- Twin boys, Michael and Gor- n Iing 
don, were born on Mother’s tions 
Day to Biow’s director of radio, cosmeti 
Q ~<Yi, VA A¢ J g TA fg Stanley Joseloff, and Mrs. Jose- houeho 
; 108. 5 | 
= TT Robert Simon, pres. of the we 
sf Liberty Aircraft Products Corp., | Unde 
+ Farmingdale, L. I., has an- oe 
nounced the engagement of his sods 
. daughter, Marilynn Louise, to handic. 
a: Ens. George Barry McMenna- househ 
i aes min, USNR, of Boston, now radio @ 
| Bt tniciy serving as an exec. officer on tail se 
4 an LSM with the Navy Am- transpo 
B A phibious Training Command... GETS NAVY STAR—Lt. James Fit- typing 
. Ye Maj. Frederick Albert Tilston, morris, USNR, left, former apprentice miscell. 
i apes former sales mgr. of the Bayer account executive of Blackett-Sample- B34 
i Coe, Go. Canadian mibidiins of Hummert, | Chicago, and a veteran of ex ik it: 
ii ‘ : oe ; y four years’ service, is shown as he was Househ 
; ee one Sterling Products, is the 10th = awarded the Navy Bronze Star for dis- J Folmer 
¥ : | jet Canadian to win the Victoria tinguished service in Pacific amphibi. ME. I. d 
% pan Cross. Maj. Tilston is now ous operations. Commodore R. R. M. Anothe 
i Se | recuperating in an English hos- Emmet, commanding officer of the MM Slides « 
Ay’ if sae pital from wounds received training center, Great Lakes, Ill., is i, 3 
. ne | while with the First Canadian doing the honors. at oe 
oi aed | Army at Hoch Forest... Eugene wy 
, oe _ H. Barling, v.p. in charge of sales for United Adv. Corporation, was JJ nan of 
. senior judge in the safety poster contest held in connection with tee. 
it the 25th annual Youth Week celebration in Newark May 13-19... 
; | ; For developing a series of posters to familiarize Flying Fortress Ellis 
ai | crews with Nazi interrogation methods and enabling them to guard 
iF | against disclosing information to the enemy, Capt. Sidney H. Dean The 
j : j Jr. (previously with JWT, New York) has been commended by wesley 
3 3) | Third Air Division Commander Maj. Gen. Partridge. Capt. Dean ened 
i | is intelligence officer at an Eighth Air Force division headquarters Compa 
\u in England... New Y< 
, } And Col. Thomas H. A. Lewis, commanding officer of the Armed 9jPaint & 
' s Forces Radio Service and previously Young & Rubicam v.p. in @lyn. 
: ae. | charge of radio production, last week told the Executives Club otf Ellis’ 
: | bee ® | Chicago about radio’s participation in the war... ihe Be 
if | Ex-Gov. Sam R. McKelvie, publisher of the Nebraska Farmer. eee 
_ _ and Glenn Buck, associate publisher, plan to operate a commercial both of 
cattle ranch and develop a breeding herd of topgrade Herefords on @- - 
| the 5,080-acre Rolling Stone ranch they’ve just purchased in Cherry 
| County, Neb. It adjoins McKelvie’s 12,000-acre By the Way §f--— 
_ ranch, which he has operated for 15 years. . . 
GEORGE WESTINGHOUSE The recent truck strike in Chicago caught E. F. “Pete” Hamm, 
1846-1914 publisher, and Dan Hansen, circulation manager, Traffic World, 
with their shirtsleeves down, but these they rolled up May 19 and 
| Founder of the alternating current system. Inventor of the air brake. _ proceeded personally to load thousands of copies of the weekly 
& into Pete’s station wagon and take them to the post office. . . 
i Helen Billerbeck, daughter of H. M. Billerbeck, Alley & Richards 
3 - . To him also goes credit for making Pittsburgh partner, was married June 2 in Elizabeth, N. J., to Elmer Twait of 
‘ A SS £ the great centers of the electric industry in Chatham, N. J. The bride is with Time... Maj. Francis E. oO Brien, 
= : : ead = or Day y former ad mgr. of Prentice-Hall, N. Y. publisher, now with ‘he 
alee =. America . . . just as it is one of the great American | Air Technical Service Command at Wright Field, is marrying Bvv- 
centers of the steel, oil, coal, aluminum, food | erley Anne Henninger of Dayton June 11 at nearby Patter-on 
ohne rocessing and paint and glass businesses. Field... 
: a , ELS r The ape thing pawn Pittsburgh is that Once told he was “not the type” to make a success in the life ri 
: — ony of the Pittebecats units of those industwiecs surance business, Thomas I. Parkinson marked his 25th annivers  'y, 
. so many Of the fF § ; = , on June 1, with the Equitable Life Assurance Society of the Un ‘ed 
perform fundamental, basic functions which are | States, which he has headed as president since 1927. A dinne: in g, 
j At 15, George Westinghouse invented and built broadly the same in peace as in war. | his honor was attended by some 300 employes and officers who h ve 
— a rotary engine. At 20, he invented a device for Already, with at least a partial post-war econ- | been with the ——— or more years. . . age 
: putting derailed cars back on the track. Begin- omy opening upbeforeus, many of these Pittsburgh PIR cane tr se? by) “y! ee ee ee ee wen 
ning at the age of 23, he successively organized industries have large backlogs of peacetime busi- | 95 at the Navy shipyard ‘at Seneca. Ill., operated by the comp’ j mike 
Pittsburgh’s Westinghouse Air Brake Company, ness to start on. . S/Sgt. Mary C. Moss of Albany, former director of the } °“ ix 
Union Switch and Signal Company and Westing- In this, the sixth largest market in the United | York State Milk Publicity Bureau, who has been in the Wac for 1¢ — 
house Electric Corporation. At 38, he invented States, The Pittsburgh Press has led in circulation | months, was one of fous Wac officers flown to France to 15 J) Ke. 
a complete natural gas distribution system. for more than 25 years. |: shrond . . 

To George Westinghouse goes full | Vernon H. “Bing” Smith, ad sales mgr. of the Omaha Wo = 
credit for establishing superiority ° | Herald, has been elected sec’y of the Omaha Better Business Bur nee 
of the alternating current system The Pittsburgh Press . Marjorie Herbert, of the ad dept. of American Lady Corset 
which made possible long distance Detroit, is the author of “A Prayer of Thanks,’ written in comm 7 
power distribution. To him goes In Pittsburgh pease wed ph begs and yea ae oe cape fiero -¢ ‘ a 

~d for the single greatest con- Represented by the National Advertising oy + ay mal eae = aan —— oo a een hs tibet a of ; 0 N 
eee Se P a oe Department, Scripps-Howard News- a oy ane vision, will be the principal speaker at the dinner which opens 5 Com 
tribution to railroad safety . . . the ee Tee teaake emohin in General Advertismg | NBC-Northwestern University Summer Radio Institute, June 25. it <a 
Westinghouse Air Brake. Philadelphia and San Francisco. In Total Advertising Evanston, Ill. . . * 
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791 Sponsored 
Study Materials 
Listed by Group 


lew York, June 7.—The Com- 
mittee on Consumer Relations in 
Acvertising, Inc., has issued a 
“1/45 Catalog of Business-Spon- 
so.ed Editorial Materials,’ listing 
and describing 791 different ma- 
te.ials, including booklets, charts, 
slides, exhibits and films, of a 
toial of 213 business firms and 
associations. 

Although most of the items cata- 
logued are of primary interest to 
educators, the committee ex- 
plained, business firms should find 
the catalog “particularly helpful 
in the preparation and distribu- 
tion of educational materials.” 
Other suggested uses are for sales 
training programs and for copy- 
writers in presenting product in- 
formation. Usually the materials 
are distributed without cost. 

Materials are presented in 27 
commodity and 14 descriptive 
classifications. The former «group 
ranges from automobiles, bicycles, 
and accessories to women’s cloth- 
ing and furnishings, and includes 
such major advertising classifica- 
tions as drugs, chemicals and 
cosmetics, food products and 
houehold appliances. 


Business Functions Listed 


Under descriptive classifications 
are materials on business func- 
tions, conservation of consumer 
goods, general science, geography, 
handicrafts, health and hygiene, 


JWT Joins Trade Group 


J. Walter Thompson Company, 
Chicago, has been elected to mem- 
bership in the Chicago Automobile 
Trade Association. The company, 
first agency to be admitted to 
membership in the group, handles 
the national account of Ford Motor 
Company. 


Joins Ohio Tool 


Frank M. Aldridge, formerly 
deputy regional director of WPB, 
and previously executive vice- 
president of Roach - Reid Com- 
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pany, has joined Ohio Tool Com-| Heqds Ogden Adclub ‘Names Headley-Reed 
F 


on egg as general sales rank W. Kaull, sales manager WPEN, Philadelphia, has named 
: |of KLO, Ogden and Salt Lake | Headley -Reed Company, New 
| City, has been elected president of | York, as national sales representa- 
Navy Cites Printers |the Ogden Advertising Club. tive. 
First winners of the Navy com- 
mendation award for printers, re- 
cently announced by the Navy, in- 
clude Arkansas Printing & Litho- 
graphing Company, Little Rock; 
A. L. Garber Company, Ashland, 
O.; Kaumagraph Company, Wil- 
mington, Del.; National Process 
Company, New York, and Waverly 
Press, Baltimore. 


A Nationwide Sur- 
vey of Redie and 
Electronic Techni- 
cians’ Reading 
Habits sent free en 
request. 


25 WEST SROADWAY 
NEW YORK 7. N.Y 


household management, nutrition, 
radio and radio broadcasting, re- | 
tail selling aids, traffic safety, | 
transportation and communication, | 
typing and secretarial work, and | 
miscellaneous education. 

One section lists 20 different | 
exhibits by Sears, Roebuck & Co., | 
Household Finance Corporation, 
Folmer Graflex Corporation and 
E. I. du Pont de Nemours & Co. | 
Another presents 169 films and | 
slides of many organizations. 

Dr. Kenneth Dameron is direc- | 
tor and John Benson, former pres- | 
ident of the American Association 
of Advertising Agencies, is chair- 
man of the board of the commit- 
tee, 


Ellis Adds Accounts 


The New York office of Ellis 
Advertising Company has been | 
named to direct advertising of | 
Community Opticians and Imco | 
Company, cigaret lighters, both of 
New York, and Twentieth Century 
Paint & Varnish Company, Brook- 
‘vn. 

Ellis’ Buffalo office has added 
the Beluche, Duerre & Co., dry 
leaning machinery, and A. C. 
Gibson Company, marking devices, 
both of Buffalo. 


AITHORN service is 
eee 
ngraving and Printing. You 
in use one or all as required, 


it all are here ready to serve 
su. Experience proves that | 
ere is often a distinct advan- | 


ge in having your typography 
»ne where you can get engrav- 
&s and press proofs in any 
iantity. Phone Whitehall 2300. 


a | 


aithorn Corporation 
10 N. Rush St., Chicage 11, IHinois 


Complete Day and Night Service for 
ivertisers and Advertising Agencies 


All the “angles” to angling make it 
the greatest sport in the nation. Its 
followers are more than 12,000,000. 
The money they spent on fishing —be- 
fore the war—was $1,200,000,000.00 
a year. With the coming boom in 
peacetime vacations, the figures will 
be terrific. That’s certain! 


They’re screaming now for equipment 
of every kind and description— that’s 
one of the “angles” to angling that 
make it BIG BUSINESS. The angler’s 
equipment is staggering to behold; 
he’s a customer for everything from 
airplanes to zipper bags! 


They’re itching now to travel — to 
make some real trips, make up for 
the time they’ve had to stay put. And 
that’s another “angle” to angling 
that makes it BIG BUSINESS. The 
angler’s urge to wet a line in distant 
streams is irresistible. 


Yes, there’s plenty more to fishing 
than merely catching fish. Mighty in- 
deed are the fisherman’s preparations 
—and his purchases—and his peregri- 
nations!* He makes a mighty market, 
key to which is Field & Stream. Jam- 
packed with fishing facts, it’s the voice 
of authority in angling—guide to plans 
and purchases of the active, affluent key 
sportsmen. Its readers are the leaders. 
* We found this one in the dictionary! 


FIELD & STREAM PUBLISHING CO. 
515 MADISON AVE. +« NEW YORK CITY 22 


h 


A ica’s N 


One Sportsman's Magazine 


sa 


Over 300,000 of the cream of American sportsmen—a richly responsive group—enthusi- 
astically follow Field & Stream—read it with religious zeal and thoroughness. 


ae 
Field & Stream's “Big Fish Contest” —now in its 35th year—is the angler’s "champion- 
ship event.”’ Records are made and broken repeatedly from year to year in this contest—to 
the intense interest of millions of anglers. The only national prize fishing contest. 

+ 4 
Thrilling films from Field & Stream’s famous fishing and hunting motion picture 
library, the only one conducted by a sportsman’s magazine, entertain millions of sports- 

men—“manufacture”’ countless NEW sportsmen every year. 

a a 
Editorial leadership is the soundest background for advertising leadership. That's why 
Field & Stream celebrates its 50th Golden Year as America’s first choice among active, 
key sportsmen—and its 35th year as the number one selection of advertisers—every year. 


Field 
Stream fe CleLar 


a : ; : a . x r : ad an P 
a — _ 
ae a | 
E 
: q 
I 
f re 
| 
oF j 
hs, | 
a . ” 
tl e a EE q 
Ks, 4 
ib- 
red 7 
gr, + 
the . ' 
les 
erm 
mp, 
tes, 
w 
e 
oe & | ; p 
| 
| Z, 
oe ~. eae “ane \ i “~,~\ ‘ ‘kh ~= 
i ee gee \ re SS :% Fs, © * : 
ntice a ee ee ‘ 4 ea ‘ee ie Bb : 4 : 
yp a _ “— \) ee a < \ wy iN 
> was a og a ~ je. Na Se As 
i eee : = i la = . tet OE s 
Ag = ae oo a 4% only! -. ‘ a 
‘E INK, 
is ee Ps ae Si ee Ae et te . J ; 
et ge lS oy a 
yith A A yr rr — Se, ; f ie m Tee oh 
wit ee + TT) ey Le See Cg 
yg . - | 5 ts Se are" ° nie ei it, oe te 
tress Fel Hi ae oe 
uard , Fed. ek Nk, Ae ais.. + 3S: Pear 
:  _ 4a”. OG BAS pt 
1 by al y 2 % : wat o +g a ie , * oe ee ee. 
, NS, a as - re p ¥ > a i. a ; 
ie ON “a ite re ae Os 
— “ 3 a <i fa an rie -— = 
| = + gt ae om (le 2 4 fad , i ay Fs - nem ‘ 4 a: arene ar: oe ” 
: . a ~~ Fis ne - a ir a # eh ee Brie rg te 
a iad * eet ye SR ? _ Tee 2a 
a lll oa” yl”! Le 
ae ; ae a es ton ee eee Sy , . 
SPD = hee oh alae as on terre 
“pegs. ee pe . ‘ ie oe ee sh eee. reky e ‘ 
7 is. “i ‘coil : 
¥ SAC ee 
. 
rards Ar. vy) 
its of q, > 
rien, 2 » 
the © 4 
Bev- <= 
P} son ‘ 7) o 
| PRINTING 
e in- 
“sury, 
n ted 
er in | 
e | ee 
. 
) ay SS on er : 
pay 
™ 16 
Ip 
ch 0! 
oO l- 
hy A 
t : 
ni 1- 
yf one 
Tr Le 
is ne 


44 


Use Showmanship 


Radio Ministers 
Advised by Frost 


Los Angeles, June 6.—Religious 
programs must adopt showman- 
ship if they are to compete suc- 
cessfully with network commercial 
shows, Lewis S. Frost, assistant 
to the vice-president and program 
director of NBC’s western division, 
told a meeting of the Religious 
Radio Workshop here recently. 

The workshop, made up of West 
Coast ministers under the chair- 
manship of Rev. Everett C. Parker 
and Elinor Inman, is designed to 
help religious leaders become bet- 
ter broadcasters and to improve 
the quality of religious programs 
generally. 

“The churches should make bet- 
ter use of radio which is the 
greatest moulder of public opinion 
in America today,” Frost said. “In 
only a few short years it has cre- 
ated a new interest in music and 


thought too ‘high brow’ for the 
general public. It is time religion, 
too, used this great medium to 
bring its message to millions of 
people who need it at this time.” 

Religious programs must com- 
pete for attention and _ interest 
with the biggest names in the 
entertainment world and “thus 
you must use showmanship in 
order to carry your words to 
the greatest number of listeners,” 
Frost told the group. “The theater 
had to adapt itself to radio and 
you must do the same. A sermon 
which is effective in church is not 
necessarily effective over the air.” 


Hofman Sells Interest 


William F. Hofman has sold his 
interest in the Newhouse News- 
paper Properties, Syracuse, N. Y., 
to S. I. Newhouse. Hofman, as- 
sociated with Newhouse since 1932, 
will continue as secretary-treas- 
urer and member of the board of 
the Syracuse Herald - Journal and 
the Sunday Herald-American. 


cultural subjects which were once | 


SEE PRESENTATION—This group includes a few of the 125 Boston ad exec- 
utives who were on hand for the presentation of National Transitads' new 
Boston Market Data Book at a meeting at which Gov. Tobin of Massachusetts 


was principal speaker. 


Left to right are: George E. Frazer, president, Na- 


tional Transitads; S. C. Hartford, advertising and sales promotion manager, 
United Drug Co.; Lester L. Mayo, owner, A. W. Ellis Co.; Lt. Col. Walter 
Brown, Boston Garden Arena Co., and F. H. Nickels, Eddy-Rucker-Nickels 


Co. 


Marks 50th Year 


Northwestern Banker, Des 


Rejoins Stewart-Lovick 
Aubrey C. Peck has rejoined 


Moines, Ia., is celebrating its 50th | Stewart-Lovick Ltd., Vancouver, 


anniversary with the June issue.|B. C., 


as an account executive 


Clifford De Puy has been pub-/after service with the Canadian 


lisher since 1912. 


|Scottish Regiment in France. 


Hybrid hens... keep shelling out! 


After success with hybrid corn, geneticists turned to 


hybridizing hens . 


then crossed with unrelated inbred lines. A handful 


. . inbred for several generations 


six years ago, hybrids now approach the million 


mark, will add a half million baby chicks during 


the current hatching season. New breeds lay 


through cold snaps and hot spells, start fast, 


pickup quick, egg 


without being egged on, 


keep shelling out in the off-season when prices 


are highest. Six extra eggs per annum pays the 


premium price for a chick. Non-brooders, they keep 


minds on production, but are more flighty, scare 


one 


easier, have higher mortality . . . problems now subject 


to research study by Ag. Assn.’s, state colleges, experiment stations, the USDA. When SF pioneered 


with reports in 1940, skeptics shook heads—but today regard hybrids as tomorrow’s hens. 


: farm in Union County, S. D., hogs look after themselves, take chow, 
wet whistles, do their own dipping, snooze under sunshades. Joe puts 


gravity, wind pressure, centrifugal force to work—sits back, 


= er 


a ATE 


Farmer-architects ... 


J 
Ss 


4 
ww 


Mh, 


1,018 readers planned this SF farm home. 
Attractive, compact, practical . . . with a kitchen that has two-way view 
of driveway and farmyard, modern appliances, a dining room, fireplace, 
#- bookcases and desk in living room; man-sized workroom; full basement, 


Veer y= 


stoker-fired furnace, rumpus or hobby room; plenty of closets and 


living space throughout; and landscaped! . . . Ready for building post-war. 


Hogs keep house... On Joc Curry’s 


clips dividends from bacon. 


Also .. . farm future of DDT . . . What’s New in Farming . . . Successful Homemaking 


... other enterprising and entertaining features make the June issue worthy of 

reading by advertising men anxious to better their knowledge of the best 
market ... and read monthly by one million SF subscribers . . . with 
highest yields, largest farm incomes in the nation. Ask the SF man for 


angen lets. SuccEssFUL Farminc, Des Moines, New York, Chicago, 


Atlanta, San Francisco, Los Angeles 
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Adver 
Test Promotion Adc 
of Penathol Is Off 
to Be Increased on | 
Detroit, May 29.—Newsp: per “lev 
and radio promotion is bh: ng the 
stepped up for Penathol, a c in.§ °. Cle 
ically-tested foot preparation .ewH * | - 
to the consumer field. Insert ons ri A 
in daily newspapers in Richmond @ |. tjor 
New Orleans, Houston, Galveston >: jot 
|Memphis and Detroit are to bel’ The 
|supplemented by radio spot an. “wal 
‘nouncements. pape 
| Advertising in these “test cities,” te ” hes 
according to W. B. Doner & CoM y snute 
| the agency, has resulted in unusual 4. C1 
‘reception of the product by tradell © \yar 
|channels and consumers. Pena. tising) 
'thol Laboratories, Detroit, is thefl nent 
manufacturer. the ® 
Schedules now are being plannedf pina | 
for other areas to introduce Pena-@ iter 
thol to the summer market. How-9§ gont: 
ever, advertising is expected tof c:ochc 
be continued throughout the year. Ackley 
in line with the established fact pany 
that foot infection is a year-roundf pth’? 
problem. : ‘ Unive! 
Introductory promotion includes Irma 1] 
‘direct mail together with a com- ing of 
|plitnentary one-ounce bottle, toll yohnsc 
be sold, to every druggist in newH court 
| sales areas. board 


Cof 
Pla: 


Radio in Chicago 
Lt. Col. Harold B. Rorke, re- 
cently released by the Army air 


} Gecianiesaiimiamaiian 
Rorke Heads JWT 


force, has been named radio di- 
rector of J. Walter Thompson for. 
Company’s Chicago office,  suc- ‘ 
ceeding Tyler Davis, who has re-f NCW 
signed. an C 
Col. Rorke was deputy assistantg™m ™0OPOU 
‘to the public relations directorgy 2=¢ ™ 
‘for the AAF, serving in European nd A 
and Mediterranean war theatersg™m 28? 
handling radio activities. He wasg , 17SU 
a writer, producer and public re-fg “DK 
lations staff member with CBS ingg He's 
California and New York from iced 
1934 until he enlisted in the Army. Ke: 
Countr 
C&S Promotes Me 
Detroit-Gulf Run rH 
Chicago & Southern Air Lines The 
is using one of the largest cam-H§ tion p 
paigns ever undertaken to intro- major 
duce a new air service for its re-M in ihe 
cently inaugurated “Good Neigh-@ pita] a 
bor” route linking Detroit with cor, 
Houston and New Orleans seq 
Twenty-nine newspapers in the pang 
cities it serves, national magazines, iow 
trade publications and numerous pack » 


miscellaneous advertising piecesH wij) a] 

promote the new route. J. M. | 
Lake - Spiro - Shurman, Inc, 

Memphis, is the agency. 


Wulf 

Heads Dole Advertising Dr. 
Kenneth F. Boucher, merchan-g@ ?’eside 
dising service manager of Ha- of Fe 
waiian Pineapple Company, San ae 
ard | 


Francisco, has been appointed ad- 
vertising manager, to succeed C. C 
Cadagan, recently appointed vice- 
president. He will continue to di- 
rect promotional activities for Dole 
products. 


Columbus Adclub Elects 


Gordon T. Gardner, member | 
the advertising staff of the C0- 
lumbus Dispatch, has been elected 
president of the Advertising Clud 
of the Columbus Chamber of om- 
merce. 


Meeting the architect's demar 
for more information, Pencil Poir 
inaugurates a new sectio 


“MATERIALS & METHODS.” 


Moral For You: Tie in! Yo 
products are NEWS in 


PENCIL POINTS 
PROGRESSIVE ARCHITECT JRE 


Send for new book “10 FACTS’ 
330 West 42nd St., N. Y. 18 
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Adclub Booklet — 
Offers Helps | 
on Writing G. I.s 


Cleveland, June 6.— Members 
of the Women’s Advertising Club 
of Cleveland have compiled under 
the appropriate title, “Five-Minute 
Furlough,” a list of pertinent sug- 
gestions on writing the right kind 
of letters to servicemen. 

[he booklet is the result of an 
actual survey asking servicemen 
and women what they most wanted 
to hear about, and will be dis- 
tributed through the club and by 
the Cleveland Press. 

Marion Reeves, assistant adver- 
tising manager of the Ohio Farmer, 
recently was elected president of 
the adclub. Also elected were: 
Erna Oehler, head fashion copy- 
writer, May Company, vice-presi- 
dent; Helen Coyne, Lang, Fisher & 
Stashower, Inc., treasurer; Marie 
Ackley, William Edwards Com- 
pany, corresponding secretary, and 
Ruth Van Doren, Western Reserve 
University, recording secretary. 
Irma Bender, director of advertis- 
ing of Joseph & Co., and Hope 
Johnson, advertising manager of 
Stouffer’s, were named to the 
board of directors. 


Coffee Bureau 
Plans Cartoons 
for Summer Series 


New York, June 6.—Pan Ameri- 
‘an Coffee Bureau will use hu- 
morous cartoons in newspapers 
and magazines during June, July 
nd August for the annual cam-| 
paign promoting iced coffee. 

Instructions on preparing the 
lrink with cartoons captioned 
“He’s just had another glass of 
ced coffee,’ will appear in 212 
newspapers, and 20 similar ads are 
slated for American Magazine, 
Country Gentleman, Good House- 
keeping, Ladies’ Home Journal, 
Life and The Saturday Evening 
Post. i 

The bureau will use participa- 
tion programs on 49 stations in 
major cities as well as publications 
n the hotel, restaurant, club, hos- 
pital and grocery fields. 

Coffee roasters will receive pre- 
pared mats of cartoons for use in 
brand promotion. Posters, win- 
low streamers, store displays, 
back bar strips, menu stickers, etc. 
will also be supplied. Agency is 
J. M. Mathes, Inc., New York. 


Wulfeck Elected 


Dr. Wallace H. Wulfeck, vice- | 
president and director of research 
ft Federal Advertising Agency, 
New York, has been elected to the 
doard of directors. 


Renner Joins Agency 

_ William Renner, formerly in the 

U. S. Navy attached to the Photo- 

graphie Science Laboratory, Ana- 
tia, D. C., has joined Wolfe- 

Jickling-Dow & Conkey, Detroit, | 

Ss production manager. 


If it’s 
|| A TEST 


you want... 
f TAKE 


|] NEW HAVEN | 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popu- 
lation. 


“Independent Survey of Providence Bulletin , 


Gerber Named President 


Dan Gerber, former vice-presi- 
dent of Gerber Products Company, 
baby foods, Fremont, Mich., has 
been elected president, succeeding 
Frank Gerber, who becomes chair- 
man of the board. 


Emerson Ups Rosenfeld 
Morrie W. Rosenfeld, field man- 
ager of Emerson Radio & Phono- 
graph Corporation, New York, has 
been named general sales man- 
ager temporarily, succeeding 
Charles Robbins, who has resigned 


45 
Brydone-Jack Appointed 


Scholastic Roto, Chicago, has ap- 
pointed Ned Brydone-Jack as Pa- 


to start his own business. Mr. 
Rosenfeld will direct Emerson’s 
distributor-dealer-salesmen train- : 
ing program prior to the com-| Chicago, has 


Names Meyerhoff Agency 


Photocopy Equipment Company, 
appointed Arthur 


pany’s announcement of its post | eye a & Co. Chicago, toj|cific Coast representative with 
war promotion campaign. handle an increased advertising| offices at 714 W. Olympic Blvd., 
| budget promoting APECO photo|Los Angeles, and Monadnock 


| copy equipment. building, San Francisco. 


Two Join Grant 

W. Robert Mitchell, formerly of | 
McCann-Erickson, Inc., New York, 
and Snyder & Black, Inc., New 
York lithographer, and Robert A. | 
Hunter, formerly of Ruthrauff & | 
Ryan, New York, have joined 
Grant Advertising, New York, as | 
account executives. | 


| CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools‘ and institutional buildings. 


vi#tHolland’s 


THE NATION 
WEALTH IS 


FLOWING SOUTH! 


Relative to pre-war wealth and income, today's New 
South has made the nation’ 
Since 1940 the Federal Reserve Bank in Atlanta 


issued more new money—in relation to previous 


issues—than any bank in 


tem. The Bank at Richmond was second—the Bank 


in Dallas fourth. Now and 


the advertiser one of the biggest and one of the 


richest markets in the nation! 


fi 


Get the correct formula for your advertising in the South—add the essen- 
tial element with HOLLAND’s! For without HOLLAND’s, your coverage of the 
South is not complete—and here’s why. A survey of the circulation of seven 
magazines—the two leading general magazines, the three leading women’s 
magazines, and the two leading magazines in the shelter group—shows the 
following facts. 


In the first group of general magazines, saturation of homes in the 
South without Holland's was 86.4% of their average national cover- 
age. But with Holland's added, it jumped to 118%. 


In the second group of women's magazines, coverage of the South 
without Holland's was 86.25% of their average national coverage. 
With Holland's added, the average goes to 105°. 


In the third group of shelter magazines, coverage of the South with- 
out Holland's was 70.50% of their average national coverage. But Hol- 
land's pushed that average up to 111%. 


To take your message to the South—to get full coverage—add the essential 
element—include HOLLAND’s, the magazine of today’s New South! 


Holland’ 


the Magazine of the NEW oil 


52 VANDERBILT AVENUE, NEW YORK 75 EAST WACKER DRIVE, CHICAGO 
205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 


West Coast Representotive: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 
GARFIELD BUILDING, LOS ANGELES 


DALLAS, TEXAS 


'$ 


s greatest wartime gains. 


the Federal Reserve sys- 


postwar, the South offers 
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Publisher Wants Help 
with a Small Problem 


To the Editor: Would you please | 
print this letter or some part of | 


b. conditions in the engraving 


plants, or they are shipped un- 


“mounted and must be blocked in | 


Whatever the reasons, 
of correcting these 


ithe plant. 
ithe cost 


it, and perhaps get some opinions | troubles shows increasingly in our | 
from your readers on a small, but! print bill. 


vexing, part of the advertising- 
publishing business? 

We are trade paper publishers 
and during the war years we have 
been plagued with a mounting 
cost item from our printer cover- 
ing the repairing or changing of 
advertising plates. It seems that 
wartime shipping conditions 
increase injury to plates. Or per- 
haps less wrapping paper is avail- 
able and there is more of a ten- 
dency to damage. Or perhaps copy 
or layouts are hastily made, re- 
quiring plate revisions in the print 
shop. In some cases, the plates 
themselves are poorly made, due 


Would your publisher, adver- 
tiser, agency or other class of 
reader be kind enough to tell the 
field how to handle such costs? 
We’ve been passing them on to 
the agency, on the theory that no 
part of the cost of plates—whether 
production or repair—can justifi- 
ably be charged to the publishers, 
since the plates are the property 
of the advertiser. And most ad- 
vertisers and agencies accept that | 
view and pass the bills for pay- 
ment. But some agencies and some 
advertisers who appropriate and 
spend many thousands of dollars 
for space, will object to these 


This department is a reader’ s pcg "Letters are  welonena: 


| items which rarely exceed $10, and 
are often much less than that. 

We want to be fair, and still not 
be paying bills that are rightfully 
the other fellow’s responsibility. 
At the same time, we don’t want 
to win some arguments, and 
| thereby lose sales. 

It might be interesting to start 
ja discussion on this subject, and 
perhaps we could arrive at some 
sort of rule for the industry. 

BUSINESS PUBLISHER, 
New York. 


v v v 
He Doesn't Like It 
To the Editor: At the time of 
reading the “baker’s bread” edi- 
torial of May 21, it occurred to 
ime that AA was again drawing 
large conclusions from small ad- 
vertising prejudices, 
I refer to the complacent conclu- 
sion that everyone enjoys eating 


PORC 


PINCH HITS FOR SALESMEN! 


Secretary: Wait a minute, little man, you can’t go in 


there. He’s busy. 


Porcus: I know it... 


or to his payroll. 


he’s in the act of turning down a 
plan for developing postwar business because he can’t 
hire enough salesmen to merchandise it. I want to show 
him how he can merchandise it in one of his first 20 
markets —Jowa—without adding a nickel to his budget 


PRESIDENT 


Porcus: He ought to consider the possibility 
of starting now in the Des Moines Sunday 
Register. Then his campaign will be self-mer- 
chandising. Because he'll cover not only 70% 
of the state’s urban consumers, but better than 
70% of its urban retailers and wholesalers. 


US 


I'll check 


ties. 


_v 


A STATE-WIDE 


URBAN MARKET RANKING AMONG AMERICA‘S 


President; Porcus, what you say has possibili- 


Porcus: Do! Have your agency check it. Have 
your own research man check it! And have your 
sales manager check Iowa’s postwar potential. 
You'll find Iowa is first from the standpoint 
of stabilized buying power. 
buying power is what’s going to count in the 
coming months of readjustment. 


it. 


And stabilized 


Metropolitan lowa- 
, THE DES MOINES REGISTER anv TRIBUNE 


FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 


|complimented on 


what the advertising bakers call 
bread. It seems that you vastly 
underrate the tremendous power 
of advertising to regiment taste 
in good or bad directions—in this 
case in favor of an article of food 
that is prepared primarily to suit 
the needs of high-pressure mer- 
chandising rather than the taste 
of low pressure consumers. 
Naturally I was pleased with 
Howard Vincent O’Brien’s quick 
challenge of your unnatural con- 
clusion, in the Chicago Daily News. 
Here’s a chance for the adver- 
tising bakers to make a trick sur- 
vey to prove they are right. 
GLENN H. Eppy, 
The American Society of Me- 
chanical Engineers, Chicago. 
P.S. Have you heard Homer 
Buckley’s discussion of “the com- 
plaining customer” in which he 
concludes “Take him in your arms 
and call him blessed. He is try- 
ing to tell you something that will 
improve your business.” It was 
based upon his inspiring expe- 
rience with Gordon Selfridge at 
Marshall Field & Co.—G. H. E. 
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Hails Speak Easies 


To the Editor: Recently we 
noticed in ADVERTISING AGE a 
small item signed by the Copy 
Cub, which told of a speaking 
club in Chicago that had chosen 
the name “Speak Easy Club.” And 
we would just like to say “hello” 
to these folks, in that the name of 
our speaking club is identical. 

About two years ago we started 
this club with six members and 
now have about twenty. Although 
we had no trained speaker as a 
leader, we progressed very well. 
The only qualification necessary 
to become a member was “ner- 
vousness.” 

On behalf of the Speakeasy Club 
here, I would like to wish the 
Chicago club every success. 

W. W. McGrecor, 

Honorary President, The 

Speakeasy Club, Toronto. 

¥ v v 


Everyone’s Coolth 


To the Editor: The Goodall 
Company and its agency are to be 
that excellent 


| advertisement which you produced 


| 


on Page 1 of your May 21 issue. 
the Goodall Company 
slipped in a word of its own— 


| well—the word “coolth’ has ap- 


peared in Eno’s summer ads for 


|several years. 


After telling the reader how he 
(or she) can cool off with Eno, a 


|box at left of the ad proffers a 


“recipe for coolth.” The ad last 
appeared during the sweltering 
August days of 1944... it first 
appeared 20 years ago, and origi- 
nated with Eno. A dash of Eno 
in cold water aids in keeping the 
inside as well as the outside cool, 
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Another 


Ba pro ! Feel sticky. 


1. Fi 
full of cold wat 
we ee 


g18 
stomach acid id ge ts 
s y the famous Eno receipe 
for ten today! 


Bu our 
yom ok x 


me Reatty PLEASANT 
REFRESHING SALINE 


ENO 


THAT 'COOLTH'!—Eno is one of the 

word's users who protests against 

"word of its own" used in an AA cap- 
tion for a Palm Beach suit picture. 


fresh, inwardly clean. Eno effer- 
vescent salt, in other words, cools 
one with inner freshness—the 
Palm Beach suit completes the 
job—from the outside. Better let 
your readers know “coolth” has 
been used by this firm for many 
years, on behalf of Eno, which 
has been a benefit to the world 
since 1868. 
A. A. STARIN, 
Advertising Manager, J. C. 
Eno, Inc., Bloomfield, N. J. 
, Ww FF 


Society Brand's ‘Coolth’ 


To the Editor: In glancing 
through the May 21 issue of Ap- 
VERTISING AGE, I happened to no- 
tice your reprint of the Palm 
Beach ad on “Coolth’ with the 
comment “Goodall Co. slips in a 
word of its own...” 

I merely want to call your at- 
tention to the fact that Society 
Brand used this word in 1941- 
1942 in direct mail literature. 

We thought you might be inter- 
ested in our application of the 
term and are therefore enclosing 
sample copies of these pieces. 

ROBERT P. SITZBERG, 

Advertising Manager, Alfred 

Decker & Cohn, Inc., Chicago. 
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Boats on the Beam 


To the Editor: Nobody has to 
sell this guy that business papers 
can be useful—but every once in 
a while something happens that 
just demonstrates the theory so 
beautifully you have to tell some- 
one about it. 

Take what happened yesterday. 

I was riding up to New Haven 
to see a client in the boating busi- 
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ness. I finished my morning paper, 
reached in my bag for something 
else to read. I could have taken 
the Post, Reader’s Digest or a new 
Time. For some reason I decided 
on this week’s ADVERTISING AGE. 
Running through it I checked the 
usual and always interesting short 
news items, read carefully and 
marked, “Sales Yardstick—Erwin, 
Wasey,” the Kansas City Star ad, 
an item on travel ads, the “Golden 
Age” story. 

Those alone would make the 
jssue damn useful. But, holy cow! 
Right on Page 22 what do I see 


[Editor’s Note: The inventor of 
the sewing machine, Fawcett re- 
ports, was so “poverty poor” that 
he borrowed a suit for his wife’s 
funeral. When he died in 1867, 
American women were buying 
about 40,000 sewing machines a 
year from Isaac Singer—who ad- 
vertised their merits. Clearing 
Machine Corporation, Chicago, 
however, points out that the value 
of Howe’s machine was established 
when a contest among five expert 
seamstresses proved that it could 
really do the job. Singer, of 
course, spread the word of its 


worth through consistent brand 
advertising, and 2,000,000 pur- 
chasers a year, prewar, were buy- 
ing its machine.] 

a a 


Brother Gets a Pony 


To the Editor: Like the G.Is 
you headline in your May 14 issue, 
my brother is very much inter- 
ested in advertising as his post- 
Navy career. 

I can’t think of any way in 
which he could more quickly and 
pleasantly get the “feel” of the 
game, than by familiarity with 


but, “Motor Boat Builders Ready 


ADVERTISING AGE. 

I hope it’s not too late for you 
to put his name on the “10,000” 
list you already have, for receipt 
of the pony edition. Just bill me 
here for the charges. 

Thank you for this swell service 
to the boys. 

JEAN MACLATCHIE, 

Copy Department, N. W. Ayer 

& Son, Inc., Philadelphia. 

[Editor’s Note: It’s never too 
late to add a serviceman’s name 
to the list for AA’s pony edition, 
now going to 10,000 servicemen 
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|all over the world. And there are 
no charges. AA mails the copies 
to you—as many as you want— 
and you mail them to the service- 
men and women. ] 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S.A. 


The World’s Largest Monutacturers of 
All Types ef Signs 


oneG US Pa 


Sekt 


for Larger Sales.” I read it very 
painstakingly, and needless to say, 
used it to excellent advantage in 
a client sales meeting an hour 
later. 

Brother, what timing! 

PAUL DE GUZMAN, 
Royal & de Guzman, Adver- 
tising, New York. 


Corny Classified Ad 
Gets an Apartment 


To the Editor: You might be 
interested in my experience with 
an “Apartment Wanted” ad. This 
is a case of a doctor taking his 
own medicine, and as an adver- 
tising man, I had great faith in the 
power of .advertising. I placed 
the following ad in the Chicago 
Tribune, Sunday, May 6: 

Attention Suckers! 

Drunken husband with gambling |} 
wife and two wild tow-headed brats 
want a modern 5-6 room apartment 


immediately. Must be in Ist Class} 
neighborhood—South Shore, Oak Park 
or Evanston, near shopping and trans- 
portation, on ist floor, with a large 
enclosed back yard. Please call only 

f your proposition meets all require 

ments. Midway 5147. 


Not only did I receive a choice 
of a number of apartments and 
houses for rent, I also received 
the following inquiries: One call 
from a lady in a_ fashionable 
suburb, who offered to share her 
ll-room mansion, one call from 
a tavern and one call from a party, 
where they were discussing my ad; 
two calls from salesmen to sell 
me a home; three calls from ad 
takers on other papers, inquiring 
ibout results; four calls from} 
people looking for . apartments, 
iso inquiring as to results; and 
nme call from some person who 
vas quite angry about the fact 
that I had referred to landlords 
is “suckers.” 

JOHN P. CAROBUS, 
Advertising Manager, The 
Safe-T Cone Company, Chi- 
cago. 


v v 
Howe Did All Right 
To the Editor: The Fawcett ad- 
ertisement in the May 14 ApDvER- 
TIISING AGE presents a picture of 
Mr. Howe considerably at variance 
from that offered by the enclosed 


DEATH OF A FALSE NOTION BS, ‘ 
r ral : i 
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ADDS HISTORY—An AA reader pol- 
s up the background for the story 
Elias Howe and his experience in 
development of the sewing ma- 


chine. j 


f which is scheduled for pub- | 
ion in various July issues. 
the risk of spoiling a good 

for advertising, I am com-| 
d to report that Mr. Howe re- | 
ed a_ substantial settlement 
Singer and, at the time of 
leath, was receiving royalties | 
in some quarters to exceed 
0 per day. 

W. K. GrimMo, 
ce- President, Spencer W. 
\urtiss, Inc., Chicago. 
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The vast lakes ecantad by TVA's 22 giant dams have a shoreline 


«gf 9:000:miles—morg than the total U. S. seacoast line on the. 
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~ Atlante, Pacific, and Gulf of Mexico. Because recreation: is a 
. definite part of TVA development program to raise. the stand. 
ard of living and. opportunity for the entire region, TVA-area 
-js-now.en ideal vacationland of parks, beautiful lakes, boat-docks 
sand Fishing camps. 


«Besides being the wore $ large power system, TVA has 
beoiaks ‘a host of other benefits: reférestation, flood control, 
better farming methods. To Knosvillé—heart of the. entire 
‘i development—TVA has attracted some of the world’s largest 
industries like Eastman, DuPont, Union Carbide, Aluminum Co., 
Reynolds Metals. With this ‘astonishing industrial growth, 
“KNOXVILLE LED EVERY- CITY IN AMERICA IN_ RETAIL 
SALES. GAINS IN- 19441... Don’t overlook Knoxville—one of 
the South's most important ‘markets. 
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Hotel Jefferson 
Uses Testimonials 
in Novel Series 


St. Louis, June 7.—Replete with 
testimonials praising its wartime 


service, advertisements in a new 
campaign planned for the Hotel 
Jefferson will boast, briefly but 


frankly, about its high standard of 
service during the war years. 

During discussion of possible 
themes for the forthcoming cam- 
paign with Anfenger Advertising 
Agency, the knotty problem arose 
of how to convince the traveling 
public of the merits of Hotel Jef- 
ferson’s wartime service. Carl E. 
Roessler, manager of the hotel, 
suggested using testimonials. When 
G. Gordon Hertslet, vice-presi- 
dent of the agency and account 
executive, .doubted that there 
would be a sufficient number of 
testimonials upon which to base a 
full campaign, Mr. Roessler pro- 
duced hundreds of unsolicited let- 
ters from guests containing words 
of praise. 

The ads, to break soon in an ex- 
tensive list of midwestern news- 


|papers, and_ possibly 
|magazines, present brief quotes | 
| such as “Courtesy seems 
| characteristic of the Jeffer son and 
|in 1945 courtesy is news.” The 
hotel adds that such a remark is 
“typical of comments 
from recent guests.” 

The hotel believes the new cam- 
paign will tend to make any dis- 
gruntled guests voice their com- 
plaints, enabling the management 
to give them a plausible explana- 
tion of the difficulties of providing 
top-notch service during the war, 
and thus prevent them from shift- 
ing to a competitive hotel the next 
time they visit St. Louis. 


‘Look’ Joins MAB 

Look, published by Cowles 
Magazines, Inc., has joined Maga- 
zine Advertising Bureau, New 
York, bringing the bureau’s mem- 
bership to 49 national magazines. 


Shoe Account to Bloch 


H. George Bloch Advertising 
Company, St. Louis, has been 
named to direct advertising of 
| Step Master Shoes, Greenup, II1., 
|} maker of children’s shoes. 


= 


later in | 


to be| 


received | 


SPEAKERS' PANEL—Agency men who spoke at the Erma Proetz National 

Award dinner given by the Women's Adclub of St. Louis included Rudolf 

Cuufin, vice-president and art director, Gardner Advertising Co.; James 

Wilson, D'Arcy Advertising Co., and Sidney Wells, art director, McCann- 

Erickson, Chicago, who are shown here with Elmer Marchutz, right, president 
of Gardner Advertising Co., St. Louis. 


Places Export Copy Begins Lingerie Paper 

Export Advertising Agency, Lingerie Merchandising, a new 
Chicago, will place an extensive monthly magazine covering the 
export campaign covering 50|women’s negligee and underwear 
countries for Wincharger Corpo- | trade, will be brought out July 1 
ration, Sioux City, Ia., maker of | | by Underwear & Hosiery Review, 
wind-electric plants and farm light | New York. The new publication 
batteries. Critchfield, Inc., Chi-|has appeared for the past two 
cago, will continue to handle do- | years as a section of Underwear 
mestic advertising. |& Hosiery Review. 


HE average Seattle family of three has 
$1,350 cash in savings. They own $1,000 in 


“nh” 


’” war bonds. Their spendable income is 


recognized by authorities as far above the 
national average. More than half the homes in 
Seattle are owned by the families who live in 


them! Many 


new homes soon will be built. 


These are just a few of the many important 
reasons why Seattle is a solid market with a 
solid future. The Seattle Times is the preferred 


newspaper in 7 


out of 10 Seattle homes! 


HOW SEATTLE COMPARES 


| “E'’ War Per Capit 
Savings Bonds Et = tg Popu- 
city Deposits [Millions] B ective lation 
[Millions] Jan. 1942 to \ wi dies, Rank 
ana April, 1945 | "come | 
Seattle — $275 ; $209 $2, 251 18 
Boston = : 300 294 1,486 
St. Louis 7 245 293 1,702 
Cincinnati 152 201 1,850 19 
SOURCE: Chombers of Commerce; Soles Management 


Represented by O'MARA & ORMSBEE, Inc. * 


NEW YORK + DETROIT * CHICAGO * SAN FRANCIS 


MANUFACTURERS: Attention! Scores of 
producers of branded articles are now entér- 
ing the Seattle market; many who are not yet 
in civilian production are now making con- 
nections here. They find it easy to establish 
themselves quickly, firmly and economically. 
Bomber and ship production and ship repair 
will continue at accelerated pace in Seattle 
until Japan is defeated. Employment and in- 
come will remain high. Goods are scarce. Now 
is the time to act! 


ABOVE ALL OTHER SEATTLE PAPERS 


i 


“Saat TTLE Times 


20 + LOS ANGELES 


HEAD AND SHOULDERS 
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‘Zenith Includes 
Export Expansion 
in Postwar Plans 


Chicago, June 5.—An overs 
market for five to six million ra 
sets after the war is the basis of 
vastly expanded postwar exp; 
plans by Zenith Radio Corpo;a- 
tion, according to E. E. Loucks, 
sales manager of the export ji- 
vision. 

Declaring that Zenith will be 
producing a completely new |! ing 
of radio receivers for the export 
trade a few weeks after the goy- 


ernment permits resumption of 
civilian manufacture, Mr. Loucks 
said Zenith’s estimated foreign 


sales will be 35% greater than in 
1939 within six months aftter 
Japan capitulates. 

Of the foreign demand for radio 
sets, he said, “Everywhere on 
earth people are turning to radio 
for news and entertainment. [It 
is becoming a part of the daily 
fabric of their lives. To this de- 
mand add the backlog that has 
built up in the past five or six 
years among prewar users.” 


Video Sales to Trail 


Latin and South America, led by 
Mexico and Brazil, are expected 
to be the source of the greatest 
number of sales, but India an 
South Africa, he believes, also will 
be good outlets. He said the hig! 
|duties in Australia will probably 
;curtail sales there. 

Because there are no foreig: 
|television transmitters in opera- 
tion yet, sales of video sets out- 


‘side this country are not likely 
| for one or two years after the 
| war, he pointed out. 

Zenith, at present running ad- 
vertisements in about 10 foreign 
countries, plans to spend more 


| money than ever before in adver- 
tising its product. It ranked thir 
‘in export sales before the wai 
The account is handled by Export 
Advertising Agency, Chicago and 
'New York. 

Zenith’s plans also call for as- 
sistance in financing dealers. Its 
exclusive export agent is Ameri- 
can Steel Export Company, whic! 
Zenith appointed two years ago 


Soviet Decrees ‘Proper’ 
Package Labeling 


The Soviet Council of People’s 
Commissars has issued a decreé 
which “forbids enterprises to tur 
out goods without properly lal rel- 
ing or marking them,” and whic! 
| provides that they “must be pro- 
duced under technical conditions 
and according to specifications 
| determined by special commissions 
|in the various federated republics 
lof the Soviet Union. 

The decree, broadcast by the 
Russian radio at Khabarovsk and 
reported in this country by the 
Federal Communications Commis- 
| sion, was made in an effort to “im- 
| prove the quality of goods of wid 
|consumption.” Under the ruling 
| “food, cosmetics, cooking utensils 
‘and other commodities that ma) 
affect the health of the consum- 
ers” must meet certain specifica- 
tions and also must pass sanii 
inspection, the Khabarovsk broac- 
cast said. “Industrial enterprises 
it explained, “must set up bureaus 
| that will be responsible for thé 
| quality of the products manu 
tured.” 


Cameo Names Agency 

| Cameo Vineyards Compa’. 
has named Botsf rc 

San F 


Fresno, Cal., 
Constantine & Gardner, 
— as agency. 


— 
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AUTHORITY 


Staff writers for American Restaurant Ms 
zine are the industry's outstanding author 
...-Leonore D. Freeman, quantity food sty 
Jessie Alice Cline, practical menu plan 
Charles Wagner, kitchen engineer, and © 
others. Your advertising surrounded by 
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Hoke Finds 14 
War Themes Still 
Need Ad Support 


New York, June 5.— Fourteen 
major promotion projects will con- 
tinue to claim the attention of 
printers and lithographers until 
Japan’s final surrender, Henry 
Hoke, managing director of the 
Graphic Arts Victory Committee, 
tells members in a special report 
in the committee’s weekly “What’s 
New Bulletin.” 

At the same time, Mr. Hoke as- 
sured the membership that “GAVC 
will continue to function until the 
last shot is fired.” 

[he over-all major campaign, 
Mr. Hoke learned after digging 
for information in Washington 
during the past month, will be the 
“Beat Japan” drive, closely fol- 
lowed in importance by continu- 
ing emphasis on recruiting, pro- 
duction (absenteeism and accident 
prevention tie in here), food, ra- 
tioning (particularly food, fuel oil, 
gasoline and tires) and conserva- 
tion. 


‘Don’t Travel’ Appeal Stays 


Seventh project which will need 
promotion is the “Don’t Travel” 
appeal, with latest word from 
Washington indicating that the ban 
on conventions “will positively not 
be lifted,” Mr. Hoke says. ODT 
told him that the elimination of 
conventions and the promotion of 
conventions - by - mail had saved 
more transportation than any other 
single idea. 

Salvage campaigns for tin, scrap 
metal and other scarce materials 
are still essential, Mr. Hoke has} 
found. The ninth important drive, | 
anti-inflation, contains three) 
phases, he explains: The grocer- 
consumer campaign to prevent 
over ceiling payments, hold-prices- 
down campaign, and the “planned 
spending and saving”’ drive. 

The program to make people 
ware of the danger of discussing 


nilitary information continues to 
be important, Mr. Hoke says, with 
V-mail, war bond, preparation for 
peace and veterans and commu- 
nity programs for postwar com- 
pleting the list. 


COUNCIL OUTLINES 


HOME FRONT DRIVES 

New York, June 6.—Support of 
‘The Job Ahead—Japan” cam- 
paign will be of paramount im- 
portance among all home front ad- 
vertising drives, according to the 
War Advertising Council. 
Additional projects which will 
continue to require constant and | 
effective promotion include war 
bonds, merchant marine recruit- 
ment, economic stabilization, se- 
‘urity of war information (the 
‘Don’t Talk” campaign), paper 
conservation and salvage, tin can 
conservation, and the V-mail 
lrive, 


Holiday Mail Heavy 


The Christmas package promo- 
tion must be prepared with the | 
belief that last year’s record mail- | 
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CHICAGO 


>4OT0-ENGRAVERS 


ing overseas will be topped this 
year because we will have more 
men in foreign service. Care of 
the wounded and sick and the 
food problem rate high in need for 
full advertising support, the coun- 
cil states. 

Other war campaigns which still 
need support include stop acci- 
dents, planned spending and sav- 
ing, general Wac recruitment, 
veterans’ assets, veterans’ readjust- 
ment, fats conservation and salv- 
age, fuel conservation, infantry 
campaign, nutrition, tire conserva- 
tion, medical Wave recruitment, 


car conservation, Wave recruit- 
ment, forest conservation and farm 
labor. 

In addition to these continuing 
campaigns, the council has pre- 
pared a series of advertisements 
now available for sponsorship on 
the case for international coopera- 
tion. These appeals will empha- 
size that everyone has a personal 
stake in the new world order and 
an obligation to make it work. 


Schneider Appointed 
John G. Schneider, formerly 


with the copy department of New- | 


ell-Emmett Company, New York, 
has joined the copy division of 
Doherty, Clifford & Shenfield, 
New York. 


Hutton to ‘This Week’ 


Donald S. Hutton, formerly on 
the advertising staffs of Farm 


|lishing Company, has joined the 
| Detroit office of This Week Maga- 
zine as a sales representative. 


Mueller Named V. P. 


Fred Mueller, general sales 
manager of Corn Products Refin- 
ing Company, New York, has been 


Journal and Crowell-Collier Pub- 


elected a vice-president. 


GIBBONS 


,  ABVERTISING J. 


IBBO 


Sie 


c 


KNOWS CANADA 


AW STREET. - 


NS LTD. 


TORONTO 
EGINA, CALGARY, 


MERCHANDISING 


EOMONTOCN 


eed ci 
Ts ea gh emo ahs 


} 


tse 


A Clear Channel Station 


» 
& 


i 
: 
4 
A 
| 
: 


national spot business among Chicago’s major stations. 


CHICAGO II 


p ILLINOI 


50,000 Watts 


720 Kilocycles 


MUTUAL BROADCA 


saved is a penny earned. That’s good, sound teaching, old as the history of economics. But here’s 
something new in teaching ... WGN’s new “‘Charm School”’ of the air. A technique of ‘‘teaching”’ 
specifically interesting to all women listeners. Virginia Clark, Lee Bennett, Forrest Lewis and Harry 
Sukman are the topflighters featured in this new ‘‘click’’ show... all wrapped up in an ideal 
woman-interest package by able producer Mary Afflick. It’s on the air Monday through Friday from 
9:30 to 10:00 a. m. For selling fashion, beauty, or kindred products that women buy, ‘‘Charm School” 


participations offer real values. It’s g00d shows of this kind that make WGN the leader in local and 
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Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
West Coast: Edward S. Townsend Co., Russ Building, San Francisco, Calif 


ey Alten: Eh Pla mee 


4 ’ ’ 4 4 & ' Bie 
= hs ; . 5 : ji sal a © “+ Z = Ae 2 
1945 d ‘ 
| | a 
rs . | 
rao ee 
Bs of es | 
ie Be 
Xpo! — 
DOra- | ' 
UC KS, 
: Po , = : : . : : © : c : — - : | 
ll be | EE a 
| re SEE MOGTUEAY SISR'T tO. | z= 
ne itt 
en eeeeeeeeeeeeeeeeeeeeeeeeEeEeEeEeEeEeEeEeeeeEeEeEeeeeeeeeeeeeeeee 
X} rt 
S0v- 
n of f 
DUCk | 
ae 
| a en en po Sea 5 Ee ee ae Woe eS ee Tae ee Re ee : ‘ 
a foe Se oe ge er aS ie a a oe ae eee Oe pee ae Ss ae See 4 
Por ce 
ee eS 
ie eo 
= ae ge RC, 
Pes ae 
| ee 
Bore A “ 
ey 4 ~ ft — 
Oe eg apg 
pes ek 
pees . RP ae 
se bias : 
ke - Rane , 
se antes? : 
Peo ae’, Ser Pages 
pe 7 mee ee 
5° ae 4 ‘=r geese 
peed ‘ ti 
eg: # Rea ge 
ae y ch 
pe by seg 
oes ee 
- i * ¥ co 
ro. ] - . Bp. ueaes 
a a 
ee oe 
ead ) Pee 
ae 4 why 
te sa 3 
a on ‘ig e 
oy Die ete 
aes va ( ) \ * eel 
— ve \ - a 
|_| ee a bs 
men Pee ae She ag 
neri- ne a ‘ee. 
= Ks ©? ta 
mnict ak eR " F 
vhicl ; ae a la. ay. 
ago poe oa: | ts ial Ben 6s at a a ah J\ ee , 
Bass . i Pee ey. 
’ Be ees a. be 
ye a. te 
a oe 4 ee 
yple's 4 ~— ee 
a 4 
ecret ie ee 
, ee Eaeee d 
NT oy os 
c “se 3 5 ie a ; e 
Vniet bry ie 
ies é at 
itions ‘ 5 = 
Ti ” % ee 
sions SS yen 
; oe es 
iblics go Lee 
oe ise 
+ the 28 § i 
- and ' | be oe 
é the be ‘| ona. 
imis- ee i beige 
“im- ; wee 
wide a aes: 
ling = : 
nsils : : 
SI cae 
* ¢ | jo 
li | ees ; 
‘it | 
r ey 
I Z ad 
re ee 
Hi ac- ly g : p 
y A | dt ee a 
4 bd ba 
sforu ts ' 
Bane wee p a 2 bx 
; prea iu i? ee g Z * 
_—— ° pee * ae ee . 
; ‘ d ee 0: : . 
‘ , me | @h.-- 1 
es ( 4L oe a | « 
»’ Ve med ai 
fa : | ; 
“int eC : 
in 2 
4 a ee | 
r ; Ss | 
f oi 
eal 
Si TH 4 ‘ 
1c AGO s logs ieee ux al ae ‘ ee 
t a 
f ™ ee: . 
a —— : i oS Eg ‘ - ‘ : Z : os : : = 


in ae 


Government's Fact 
Finding Army Uses 
15,000 Employes 


Location of Data Is 
Still a Mystery in 
Some Cases, However 


Washington, June 6.—With an 
estimated 25,000 government em- 
ployes assigned exclusively to 
gathering and tabulating data on 
the operation of the U. S. economy, 
it is still a good bet that a business 
man looking for the answer to a 
specific question may go away dis- 
appointed. 

Not that the information does 
not exist, because somewhere in 
one of the government’s stately 
buildings it probably does. The 
trouble is that there is no central 
point where it can be learned in 


what agency and what form the 
data is available. 

Under the Federal Reports Act, 
the Bureau of the Budget studies 
and approves the questionnaires 
|which go out to business. 


tistics setup, it would seem, would 
be to require each agency to reg- 


|ister the ways in which the results | 


,of its inquiry are tabulated. 
Four Major Sources 

For ordinary purposes a busi- 
ness man can generally fill his 
needs at the Bureau of the Census, 
the Department of Commerce's 
Bureau of Foreign and Domestic 
Commerce, the Department of La- 
bor’s Bureau of Labor Statistics or 
the Department of Agriculture’s 
Bureau of Agricultural Economics. 

Yet an official Budget Bureau 
statement to the House appropria- 
tions committee recently said these 
‘agencies probably represent only 
half the money that Uncle Sam is 
spending in gathering statistics. 
The Budget Bureau has a list of 64 
agencies divided 
which are interested in the subject. 

Commerce, Agriculture and La- 
'bor are described as “general pur- 


| 


The |cies, primarily for administrative 
next step in reorganizing the sta-| purposes, may also in some cases 


pose statistical agencies’? because 
they assemble reports used by 
other government agencies and the 
|public. More specialized data as- 
;sembled by dozens of other agen- 


Foreign and Domestic Commerce 
is charged with the job of watch- 
ing statistics on chain store sales 
and inventories and on mail order 
sales; monthly sample survey on 
manufacturing trends; reports on 
certain types of international pay- 
|be available to the public. per reports on business research 
and trade association activities. 

Can Employ 11,000 The Weather Bureau can pro- 
Commerce, Labor and Agricul- | Vide statistics on losses resulting 
ture are authorized to employ more | from flood, hailstones and other 


‘than 11,000 persons for statistical natural phenomena, as well as 
_ purposes, yon 46 anand wincly $23 - | meteorological records. The CAA 
/900,000 a year for salaries alone. | aS inspection reports on aircraft, 
What the other agencies are spend- |@irports, ground schools, flying 


ing is anyone’s guess, but the|schools, repair stations; operations 
Budget Bureau feels confident that | specifications; repair and altera- 
|they are at least matching ‘“the|tion forms and maintainance re- 
|big three.” | ports. 
Based on the official records of|and financial and operating sta- 
|the Budget Bureau, here’s what the | tistics of carriers. 

Commerce Department is generally | 

responsible for: | Assembles Labor Data 

| Statistics on manufacturing and | ; : P , 
production; retail and wholesale | _Second big source of informa- 
‘trade and services; foreign trade; | tion, the Department of Labor, 
‘construction and housing; popula-| Works generally through the Bu- 
| tion and the labor market: fats | reau of Labor Statistics, supervis- 


into 125 units|and oils; state and local govern-|ing such things as wholesale and | 


/ments; births, deaths and mor- | retail prices, cost of living, statis- 
| bidity. tics on earnings, employment, man- 
More specifically, the Bureau of |hours, turn-over, accidents, work 


Above is the Evansville 
Officers’ Club. Its spacious, 
comfortable veranda (be- 
low) invites war-weary 
officers to relax and enjoy 
a refreshing hour or two 
between assignments. 


“ 
a a 


ADDRESS NATIONAL 


where the Courier 


morning and evening by a great Midwest- 
ern America in a thriving 75-mile area. 


THE EVANSVILLE. COURIER 
The Evansville Press 
Che Sunday Courier and Press 


ADVERTISING DEPARTMENT, 


Major Walker arrived in Ev- 
ansville with only a very bare 
barracks and some several doz- 
en officers and G.I.’s to keep 
the P-47’s rolling to the front 
from the big local plane plant. 


But he needed some home 
comforts, some furniture, an officers’ club. 


So the Courier and the Press said okay and with 
the aid of a few local firms pitched in and built 
the one you see in the photo. It provides a spot near 
the field where the boys — and servicewomen, too 
— can eat a good meal and enjoy relaxation. 


The big, wide, front porch is a swell place to view 
the field, talk to friends, and dance on occasions. 
Here WASPs meet WASPs. Here pilots with service 


bars from every front mingle and tell of their experiences as they wait to 
ferry P-47's that are helping smash the enemy all over the world. 


However, the Courier and the Press only 
reflect the spirit of all Evansville, where ev- 
erybody has learned to work together and 


and the Press are read 


SCRIPPS-HOWARD NEWSPAPERS 


CAB has accident records | 


Mat 
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many old motors 


| run like NEW! 
| with 

1" & 
PROCESSED GASOLINE 


| 

| | gree Grades of Gasolines Give Premium Plus Performance 
| When Treated by the Lubri-Gas Process Regardless of What 
| Refine t 


Manufactures the Gasoline. 


Prevents ower heating. stops ox! pumping 
¢ power, increases gasoline 


~ AMONG TODAYS UsEEE OF 


tegeret eeemes 


LUBRI-GAS oo. 


| CLEANS AND LUBRICATES AS IT POWERS YOOR MOTOR 
+ Aniline © AatCebes + Anttnces + Anton 


| 
| "PREMIUM - PLUS' — Advantages and 


| various uses of Lubri-Gas processed 

| gasoline are told in this copy placed 

| by Lubri-Gas Laboratories, Chicago, in 
local newspapers. 


| stoppage, wage rates and working § 


|conditions in industrial establish- 
|ments, 

| The Wage and Hour and Public 
'Contracts Division collects admin- 
|istrative forms used in applying 
|the wage and hour laws. Simi- 
‘larly the Children’s Bureau ha: 
data on enforcement of child labor 
laws, reports on state use of ma- 
ternity and child welfare funds, 
and statistical information on wel- 
fare and relief services in selected 
urban areas. 

Finally, the Bureau of Agricul- 
tural Economics in the Department 
of Agriculture is the prime source 
of data on crop and livestock pro- 
duction, farm wages and_ labor, 
|farm management and farm taxa- 
tion, 


| 


Cooperatives Studied 


Its reports range from those of 

|the Agricultural Research Admin- 
|istration on incidence and preven- 
tion of animal diseases to those 0! 
the Farm Credit Administration 0: 
‘loan applications, appraisers’ re- 
|ports, and operating reports fron 
farm cooperatives. The Rural Elec- 
| trification Administration gathers 
|information on these cooperatives 
too. 
During the war, the War Food 
Administration has been a big 
fact-assembler, using the informa- 
tion for the assignment of priori- 
| ties and allocation of food supplies 
|Among its questionnaires have 
been those on market conditions 
movement, quality and prices o! 
farm products. 

Other major government infor- 
mation collectors include: 
| Treasury: Statistics on interna- 
| tional security transactions, [for- 
eign exchange rates and volume, 
gold and silver production, bond 
sales, bank holdings of government 
securities and financial reports on 
national banks. 


| Interior Department Data 


| Interior: Bureau of Reclamatio! 
for data on irrigation systems, in- 
cluding construction; Geologica! 
|survey for reports on operations, 
|sales and royalties of public, naval 
and cetain Indian lands; Bureau 
|of Mines’ reports on production 
|/consumption and stocks of rin- 


— 
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) erals for long-range planning; Fish terua: Kevenue provide. ~ 


=~ and Wildlife Service for data on 
| Fuels Authority for War on re- 
quirements, production, distribu- 
tion and stocks of solid fuels. 
Federal Security Agency: Fig- 
ures and financial data on public 
school employment, and basic sta- 
tistics on publie schools, secondary 
schools, institutions of higher ed- 
ucation and special schools. The 
ublic Health Service collects 
inancial reports from state public 


reatment of communicable dis- 


fish and wildlife production; Solid | 


_..sid- 
|erable amount of data for the 
administrative use of other agen- 
cies, and issues detailed reports on 
the collection of income and excise 
taxes. 


Toronto Adwomen Elect 


Mrs. Zada Bates, Espie Printing 
Company, has been elected presi- 
dent of the Women’s Advertising 
Club of Toronto. Other officers 
are: Frances Pratt, Dominion Bu- 
reau of Statistics, vice-president; 
Berna Ashbourne, Gazette Print- 


ing Company, corresponding sec- 
retary; Mary Pemberton, Under- 
wood Elliott Fisher, recording sec- 
retary, and Marjorie Sutherland, 
Canadian Gravure Ltd., treasurer. 


Hunt Names Y&R 


Hunt Brothers Packing Com- 
pany, Hayward, Cal., has placed 
its advertising account with Young 
& Rubicam, Inc., effective July 
1. The agency will handle adver- 
tising for a complete line of Hunt 
foods, a newly-acquired line of 
Fontana brand macaroni products, 
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and will supervise the CBS pack- |Brewing Company, Milwaukee, has 


age show, “I Was There,” heard 
on the Coast under Hunt sponsor- 
ship. 


Henderson to Basca 

Tom Henderson has been ap- 
pointed assistant sales manager of 
Basca Mfg. Company, Indianapolis, 
manufacturer of mufflers, tail pipes 
and exhaust pipes. 


Blatz Names Toepfer 
Carl Toepfer, formerly assistant 
advertising manager of Blatz 


|been appointed to the newly-cre- 


ated position of sales service office 
manager. 


ATE 


’ NT TS SOS WS 
THE LETTER SHOP, Inc. 


431 S. Dearborn St.,. Chicago 5.Mlinois 


sases and on training programs. 
‘fice of Vocational Rehabilita- 
tion has reports on state use of 
federal rehabilitation fund use. So- 
cial Security Board has figures on 
claims, benefits payments and ap- 
plications for old age, survivors 
and unemployment insurance. 


5 Others Contribute Data 


— Permanent government agencies 
= in the fact-assembling business 
also include: 

Public Roads Administration of 
the Federal Works Agency for fig- 
ures on construction, finances and 
administration of the highway pro- 
gram; FCC, financial and operating 
results of telephone, telegraph and 
radio broadcasting industries; Fed- 
eral Deposit Insurance Corporation 
for insured banks not members of 
the Federal Reserve System; Fed- 
eral Power Commission for finan- 
cial and operating aspects of elec- 
tric utility and natural gas distrib- 
uting industries; FTC for export 
associations and occasional finan- 
cial studies of specific industries; 
ICC for financial reports on elec- 
tric and steam railroads; pipelines, 
interstate water transportation 
and contract and common carrier | 
highway transportation. | 

Railroad Retirement Board for | 
railroad pension figures; SEC for | 
registration of security exchanges, | 
listed corporations and _ public! ™ 
utility holding companies; TVA for | @ 
operating reports on projects sub-| @ 
ject to the Authority and munici- 
palities purchasing TVA _ power; 
Civil Service Commission for fed- 
eral personnel data; Maritime 
Commission for reports on mer-| 
chant ship construction, and Vet- 
erans Administration on claims for 
veterans’ benefits. 


War Figures Confidential 


To add to the confusion, a host 
of war agencies has been gather- 
ing and assembling material, most 
of it essential to their operations. 
These range from _ corporation 
financial reports, cost studies and 
rationing data gathered for OPA 
and WPB and the manpower fig- 
ures of Selective Service and War 
Manpower, to the export figures of 
the FEA and transportation data 
of ODT. 

Much of the information gath- 
ered by war agencies is confiden- 
tial and will never be released. On 
the other hand, some of the data 
is already appearing in the Census 
Bureau “Facts for Industry” series 
and in population estimates based 
on OPA ration book registration. 

A number of agencies, chief 
among them the Bureau of In- 
ternal Revenue, are exempt from 
budget bureau supervision. In- 
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DOIN’ THINGS YOUR BEST, SON, 
IS THE ONLY FUN IN DOIN’ ’EM 


Reliability is a quality of character, it is earned by an individual, or organization, only 


infor- 


erna- 

for- 
lume, 
bond 
iment 
rts on 


after years of dependable performance. It springs from a deep and never violated 


sense of Obligation to deliver year in and year out the same high standard of prod- 


‘On the Pacific Coast 


ogical 
tions, 
naval 
ureau 
iction 


uct and cooperation. It brings rewards to him who has earned it, and those who rec- 


ognize it find a constant Guarantee against worry, waste and disappointment in the 


sureness with which their demands are met and their needs fulfilled ... even when the 


odds seem to be stacked against them. Experience, skill and more than twenty-five years 


sardening of perfecting facilities, methods and personnel to produce identical images in metal 


s different 


‘ou plant artichokes and rhu- 
irb in January, roses bloom in 
Jecember, tuberous begonias in 
ootball season. You have to learn 
irdening all over again, and 
ou learn it from Sunset, The 
lagazine of Western Living. 


of the artist's and photographer’s art have earned a Reputation for “finest engrav- 
ings by Rogers’ among exacting buyers whose names are known wherever the printed 


word is read. This, no doubt, is why constantly added customers declare their Satisfaction. 


(Sunset was five-to-one choice 
1 gardening information in | 
tanford University Survey.) 


Dewees ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING Adolph F. Buechele, President 
2001 CALUMET AVENUE ° Phone CAL 4137 ° CHICAGO, ILLINOIS 
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Conde Nast Vets 
Get Two-Week Bonus 


Employes of Conde Nast Pub- 
lications who have been in mili- 
tary service for one year or more 
will receive a two weeks’ vacation 
check upon returning to their 
jobs, according to Iva S. V. Patce- 
vitch, president. The policy ap- 
plies also to those who already 
have returned to their jobs, and 
may be used for an immediate or 
postponed vacation. 


To ‘Christian Herald’ 


Norman Zimmerman, for many 
years Chicago representative for 
the Gugler Lithography Company, 
Milwaukee, has been appointed 
eastern advertising manager of 
Christian Herald, in New York. 


Lynn Morrow Promoted 

Lynn Morrow, former assistant 
to W. B. McGill, advertising man- 
ager of Westinghouse Radio Sta- 
tions, Inc., Philadelphia, has been 
named sales promotion manager 
of WBZ and WBZA, Boston and 
Springfield, Mass., both Westing- 
house stations. 


Retail Brand Acceptance 
Mounts in Five Years 


"Women's Wear' 
Study Shows Gains 
in 14 Fashion Groups 


New York, June 7.—Almost half 
the brands in the women’s fashion 
field now carried by retailers were 
added during the years 1940-1945, 
according to the “First Annual 
Report on Brands” compiled by 
Women’s Wear Daily. 

The survey established a distinct 
correlation between the acceptance 
of a brand name among retail out- 
lets and the promotion of that item 
through advertising. In many 
cases, moreover, the acceptance of 
the branded article was in direct 
ratio to the length of time the 
product had been marketed. 

The survey, covering 14 cate- 
gories of fashion merchandise, was 
based on replies to 1,500 question- 


> ‘ 


naires from 138 stores in 83 large 
and small cities throughout the 
country. Further information was 
tabulated from 120 manufacturers 
and 27 advertising agencies. 


Five-Year Period Minimum 


Pointing out that five years is 
the minimum in which to establish 
a brand name among retail outlets, 
the survey said that 80% of 120 
fashion accounts handled by the 
agencies were acquired after 1935. 
Correlating these factors, it can 
be assumed that national advertis- 
ing was responsible for the in- 
creased acceptance of brands. 

Of the 94% of the retailers now 
carrying branded merchandise, 
70% carry national brands exclu- 
sively. Twenty-two per cent han- 
dle both national and private 
brands and 2% sell only private 
brands. 


National brands were described 


as “nationally consumer adver- 
tised brand names, manufacturers’ 
trademarks and company names, 
and designers’ names.” Private 
brands are stores’ own trademarks 
or brands promoted by a store or 
group of stores. 


Added Prior to 1929 


Retailers added 10% of the na- 
tional brands now carried, in the 
years prior to 1929. Between 
1930-34, they added 12%, and be- 
tween 1935 and 1939, 32% of the 
brands were added. The largest 
addition came in the 1940-45 pe- 
riod, when 46% of the brands were 
added. ' 

In general, the larger percentage 
of products added during 1940-45 
were among those introduced since 
1915. National brands in suits 
(1914) and dresses (1920) led the 
field with 64% and 63% respec- 
tively. In contrast to this was 
corsets (1884) with 17%. 

In all but three instances, how- 
ever, the percentage of acceptance 
was higher in the 1940-45 period 
than at any other time. Gloves, 
corsets and handbags showed a 
drop. 


The only item which was sold 


Something over a decade ago, a new type of 
women’s magazine appeared on the newsstands. 
lt just appeared, that’s all. No subscription 
bargain offers, no premium bribes, no door- 
to-door selling persuaded women to buy. These 
Group Magazines merely said, in accents bright 
and colorful, with pictures galore, “Here we 
are, will you come and get us?”’ And the answer 
was yes. As a result of voluntary newsstand 


dec WWNtN'S GROUP Movies Movie Lit 


NEW YORK: IDEAL PUBLISHING CorRP., 295 Madison Ave., N.Y. 17, N.Y., 


purchase, Women’s Groups zoomed from a mere 
5,600,000 circulation in 1929 to more than 
13,000,000 in 1944. They open a vast new 
market, created by the selective process of 
reader preference, that alert advertisers cannot 
afford to ignore. It is your market, the market 
of today, the market of tomorrow. (Ask our 
Ideal salesman to show you his five-minute 
accordion presentation. ) 


CIRCULATION GROWTH 1934-1944 
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WOMEN'S SERVICE MAGAZINES 


WOMEN'S GROUP MAGAZINES 


Movie Stars Parade —Personal Romances 


MU 3-8191 e CHICAGO: IDBAL PUBLISHING CoRP., 360 N. Mich. Ave., Chicago 1, IIl., State 5582 


LOS ANGELES: pon HARWAY & CO., 816 W. Sth St., Los Ang. 13, Cal., Mutual 8512 e HOLLYWOOD: meat PUBLISHING CORP., 6253 H'wd. Blvd., H' wd. 28, Cal., Hillside 7364 
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"Approximately what per cent of your sales are 
Branded Merchandise?” 


Branded merchandise im this case refers to both Nation« 
Private bramds. The sales are mot mecesarsly relative 00 the am 
of stock carried om the tarsous stems 
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DRESSES 


coats 


suits 


MI LINERY 


SPORTSWEAR 


WASH FROCKS al salar ‘ | | 
BATHING SUITS | 62% | 
eouees | | 
Gtoves aoe ———— ed | 
LINGERIE L — — __ | | | 
CORSETS l —— ar 
SHOES [ ——— wa} 
tiiiite [ 9% 


HANDBAGS 


Fewer bared on wevey by Merteteng Bruserch Depersment Fo 


entirely by national brand, Wom- 
en’s Wear found, is corsets. All 
of the other items were carried in 
national and private brands and 
unbranded merchandise. 

The percentage of branded mer- 
chandise sold is as follows: hosiery, 
79%; shoes, 78%; gloves, 75%; lin- 
gerie, 75%; bathing suits, 62%; 
blouses, 53%; sportswear, 46%; 
suits, 45%; handbags, 41%; dresses, 
38% and millinery, 37%. 

All the retailers surveyed carried 
either national or private brands 
or both in corsets, shoes and 
hosiery. However, 98% of the 
stores carried branded lingerie: 
97%, wash frocks; 96%, millinery: 
95%, bathing suits; 92%, blouses; 
91%, dresses; 90%, suits; 85%, 
handbags; 84% sportswear and 
83%, coats. 


Will Add National Brands 


Furthermore, 53% of the stores 
plan to add to their national 
brands and 34% plan to increase 
their lines of private brands. Sev- 
enty-one per cent of the stores 
look forward either to increased or 
equal sales after the war. Four 
per cent plan to discontinue na- 
tional brands and 39% plan no 
change. 

The three reasons 
most frequently for adding na- 
tional brands were: “Branded 
lines have good customer accept- 
ance because usually styling and 
quality are at a high average”: 
“Prestige and exclusiveness”’; and 
“Because of repeat sales.” 

Reasons given most often for 
discontinuance of national brands 
were: “Will concentrate on fewer 
lines with complete assortments”: 
“Manufacturers lack _ interest”; 
“High pressure salesmanship”. 


appearing 


Fashion Rates at Top 


Factors influencing the sale of 
branded merchandise are fashion, 
quality, brand name and price, in 
this order. 

Clothes will continue to be 
bought primarily for fashion after 
the war, it was found. Questioned 
as to preference between fashion 


and durability, 53% of the stores 
reported in favor of fashion, 31% 
for fashion and durability and 
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16% for durability. 

Furthermore, 92% of the stores 
reported that women will want 
better quality clothes after the 
war, with 4% reporting they will 
want the same and 4% dissenting. 


Most Ads Stress Brands 


With the exception of gloves, 
lingerie and hosiery, which were 
tabulated separately, 63% of the 


Do stores plan for increased or decreased 
sales of Fashion merchandise? 
a! 
S) PLiti ? 
i ake 
DRESSES W% 28% 25%, 10% 
F | coats 38% | 39% 17% 6% 
\4@p suits 38% | 36% 1% | 8B 
‘ SPORTSWEAR 56%. | 22% 4%, | 8 
WASH FROCKS| 49% | 31% 7% ay, 
f (i suits] 62% T 26% 1% | 
; BLOUSES “uy | 38% . eee 
© cioves 60% | 19% S% | 6% 
; LINGERIE 64%, | 20% 10% | - 
CORSETS 83% ‘7 6%, 8%, | 1% 
SHOES 69%, 22% * 
HOSIERY 78%, 12% 8%, 
HANDBAGS 51% say, 1s 
~ AVERAGE 56% 26% 1S% ™ 
Figures based on replies trom stores in national survey 
by Marketing Research Division, Fairchild Publicotions 
retailers stressed branded mer- 


chandise in their advertising. 
Gloves, lingerie and hosiery, how- 
ever, had brand names featured 
by 87% of the stores. 

When the manufacturers were 
asked “Do you think women have 
become more conscious of and 
more interested in nationally ad- 
vertised names for fashion and 
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94% of the Retailers now carry some Brands 


Status of Grands 
rémoug Retacers 


Brands En 
Do Not Corry Any Brands o%, 


53% plan to odd National Bronds 
34%, plan to odd Private Brands 


“Do you plin to add to the brands you carry now?” 


NO CHANGES |OTHERS 


ws ”. 


WiLL ADD 


Wiheye val bathat bat Yotda that? 
UIA 


H hove Corryng 
PPVATE BRANDS 
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quality merchandise?”, 93% an- 
swered affirmatively. Also, 82% 
of the manufacturers plan in- 


creased advertising of their own 
brand names postwar. 

Wartime shortages were ad- 
vanced by 81% of the manufac- 
turers as the reason customers 
have become more brand con- 
scious; 76% believe the customer 
will continue to remain brand con- 
scious postwar. 


Agencies Expect More Business 


Most of the advertising agen- 
cies surveyed believe that the re- 
turn of competitive selling and the 
srowth of fashion centers will 
serve to increase their business 
and 88% of the agencies ques- 
tioned are planning for increased 
volume postwar. 

Although they concede that 
there may be some dropping out 
of “war babies,’ there will be 
larger appropriations from the re- 
maining advertisers who may fear 
loss of prestige gained during the 


“MATERIALS & METHODS,” 
new editorial section, answers 
architect's increasing demand 
for what's new. 


Moral For You: Tell your — 
product story in 


PENCIL POINTS 
ROGRESSIVE ARCHITECTURE 


Send for new book “10 FACTS” 
330 West 42nd St., N. Y. 18 


war years. The agencies i..: that 
manufacturers of lower price 
goods will promote more brands 
than heretofore. 

Ninety-seven per cent of the 
agencies think consumer accept- 
ance of branded merchandise will 
increase, 


Rejoins Ward 

Lt. James G. Witte, recently re- 
leased from the Navy containers 
and materials handling branch, has 
rejoined Montgomery Ward & Co., 
Chicago, in charge of promotional 
and protective packaging. 


Aromanilla Appoints 


The Aromanilla Company, New 
York, manufacturer of vanilla 
flavoring, has appointed Schuyler 
Hopper Company, New York, to 
handle advertising, sales promo- 
tion and field research. 


Claire Wander Named 


Claire Wander, former promo- 
tion director of Helena Rubinstein, 
Inc., New’ York, has been named 
advertising director of Volupte, 
Inc., and Herb Farm Shop Ltd., 
New York. 


Heads Niagara Ad Group 


Melvin F. Hall, president and 
treasurer, Melvin F. Hall Adver- 
tising Agency, Buffalo, has been 
elected president of the Niagara 
Frontier Industrial Advertisers. 
Also elected were: Herbert Spen- 
cer, vice-president, and John K. 
Owen, secretary-treasurer. 


Gardner Heads Adclub 


Gordon Gardner, Dispatch, Co- 
lumbus, O., has been elected presi- 
dent of the Columbus Advertising 
Club. Herbert Wise, Byer & Bow- 


man, is lst vice-president, and 
Anne J. Lawson, Ohio State Jour- 
nal, trustee and librarian. Jack 
Miller, Harry M. Miller, Inc., Co- 
lumbus agency, was named a di- 
rector. 


CORN — HOGS — OATS — CHICKENS 


vmu>panon 


CATTLE — SHEEP — HAY — WHEAT 


THATS WHAT / MEAN — 


THE 
OREGON 


MARKET 


| 
| “i 


he Ore 
Ug 


strong market-wide influence, real selling power! 


“Tf you aren't in The Oregonian, 


you aren't in the Oregon market.’’ 


9 


a 


a — 


SO MARKET MAPS cause spots before your eyes! Here’s a cure. 
This Oregon market is refreshingly different. It’s simple to read, too. 
Like this: Here is a market of 1 1/3 million persons with $1,750,000,000 

to spend, where one newspaper does the job! Including busy metro- 
politan Portland, The Oregonian reaches all of Oregon and seven 
counties in Southwestern Washington. Its influence is strongly felt 
throughout this rich area where varied basic resources assure high 
income for its people. To say it again in one short breath— 


The Oregonian offers every advertiser circulation leadership, 


“PORTLAND, OREGON 


THE OREGONIAN’S 


MARKET-W/IDE /NFLUENCE / 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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54 
Releases ‘Primer’ 


Frank Myrick, managing editor 
of Bookbindng & Book Production, 
New York, has compiled articles 
appearing during 1943 and 1944 in 
that publication into a small book- 
let to explain the many consid- 
erations in making a book. Titled 
“A Primer in Book Production,” 


it offers a complete guide to book 
production from preparing the 
copy to selecting the cover and 
final publication. 


Oakland Agency Moves 


Ryder & Ingram Ltd., Oakland, 
Cal., agency has moved to new 
offices at 1924 Franklin St. 


WANTED 


MAGAZINE ADVERTISING REPRESENTATIVE 


to travel in midwestern territory. . . Unless you have had several years of 
experience in successfully representing a magazine or newspaper, please do 
We are looking for a man, 35 to 45 years 
of age, who without urging, can adapt himself to new conditions quickly; who 
can competently maintain relations with present accounts and develop new 
accounts in both the consumer and industrial fields. 
qualify for this position and can fit into a well organized sales department, 


not answer this advertisement. . . 


now employing 17 representatives, write particulars about yourself to 


THE UNITED 


STATES 


NORMAN O. MICK, WESTERN ADVERTISING MANAGER 


NEWS 


180 North Michigan Avenue, Chicago 1, Illinois 


.. If you feel that you 


series of recollections. 


ADVERTISING AGE printed my let- 
ter when I wrote the publication 
several months ago that I was 
checking out of the advertising 
business. The result was quite a 
number of letters from men I had 
worked with during the 34 years 
I had tried to be an advertising 
man. 

The first was from Starling H. 
Busser, who, happening to be out 
this way at the time, interviewed 
me in the spring of 1910 for Mr. 
George Batten whom I was, by 
letters, trying to convince that I 
could write plain, understandable 
English and would repay him for 
his efforts to teach me advertising. 
The last was from Harry M. Mont- 
gomery with whom I worked in 
Ferry-Hanly’s Chicago office and 
who, now a major, wrote me from 
quarters in a wine shed somewhere 


Recollections... I 


Recently retired after 34 years in advertising, mostly 
n agency work, Mr. Briney recalls some interesting oc- 
currences and outlines his advertising philosophy in this 


BY H. C. 


BRINEY 


in France. 

Nearly all expressed the hope 
that, since I was no longer writing 
advertising, I would write some- 
thing about advertising. One flat- 
tered me by referring to my “phi- 
losophy of advertising.” 

This afternoon I thought that I 
had hit upon a very simple way of 
finding out whether they were kid- 
ding me or not. I decided to try 
out some of my “philosophy” upon 
the editors of ADVERTISING AcE. If 
they consider “Recollections” in- 
teresting enough to print as they 
did my letter, well and good. 


sincerity. If “Recollections” 
not merit paper, 
time no harm is done. 

I selected “Recollections” 
possible head because 
most suitable. 


When the Show’s 


a Hit 


the House 


Crowded! 


ODERN 
LASTICS MAGAZIN 


rm \ 


... the only ABC plastics paper . . . the 
field's established institution . . . one 
of America’s great industrial publications 


And, though the box office remains open, 
its business is largely one of reservations 
... present performances, as a rule, 


being S.R.O. 


A simile is to be found in certain fields 
of industrial publishing. Representing the 
plastics industry, the “No. 1’ Show is 


Modern Plastics. 


Its stars, the editorial staff, not only know 
their plastics parts to perfection, but excel 
in the expressive art of getting their lines 


across. 


The supporting cast... its advertisers... 
numbers more than 400 by contract. The 
majority of this total appears in each 
monthly performance—not as fillers, but 
in principal roles... the effect of their 
well delivered lines oftimes bringing 


down the house. 


Some appreciation of this supporting 


cast’s audience acclaim 


is revealed by 


the fact that their part of the script 
requires 182 pages per performance—the 
top maximum under present conditions! 


However good the show and house, 
Modern Plastics management also recog- 
nizes the attraction value of new talent. 
Should a prospective advertiser, there- 


fore, feel that he has an 


important story 


for the plastics industry every effort will 
be made to add his name to the cast. 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, 


Chicago + Washington «+ Cleveland «+ Los Angeles 


NEW 


@ 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


INC. 


YORK 17, N. Y. 
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recollections, anyhow—recalled | y 
mind to mind. I have mighty { 
samples of my work. While v»:- 
derlying sales principles may 
similar, every advertiser’s pro)- 
lem is different. Also, I though: 
unlikely that I would ever 
seeking a job and offering samp 
as proof of my fitness, so one Su)- 
day afternoon I stuffed all my «iq 
proofs into the furnace. 

I have no diary. Never kept 
one. Maybe that is due to my 
father’s idea that what one did 
yesterday is as beyond recall as 
the assassination of Caesar. Look 
only to today and to tomorrow. 


Don’t Bother With Errors 


Both proofs and diary might be 
helpful now if figures and chrono- 
logical order have much signifi- 
cance. This I doubt because | 
probably shall bring together inci- 
dents well separated in time. And 
figures, to be valuable, I’ve found, 
should be applicable to the prob- 
lem at hand. And I am working 
on no problem. 

So dates, if used, will be ap- 
proximate. Names used will be 
used for human interest. Figures 
will be used only as illustrations 
and not as data. With this under- 
stood readers finding errors need 
not bother to write the editor. 


Background Training 


Among my “Recollections” | 
have quite a few based on such 
questions as, “How did you hap- 
pen to go into advertising?” 
“What preparation did you make?” 
and “What should I do to get into 
advertising?” 

When I saw the little George 
Batten Company advertisement in 
Outlook early in 1910, I wanted 
the job of learning the business 
because I liked to try to write and 
because I was, in the university, 
interested in economics, logic, 
brief making, English composition 
and commercial geography, among 
other things. I had the idea that 
such courses, taken for their in- 
terest only at the time, would 
prove helpful if I got this Batten 
job. 

One Book on Advertising 


There were no courses yet in 
my school on advertising, business 
nor commerce and in the library 
I can recollect but one book on 
the subject of advertising and | 
cannot recollect the author. | 
looked because a_ salesman at 
whose house I was rooming in my 
senior year aroused my interest in 
advertising. However, the spring 
of 1907 was no time to look for 
any kind of a og ncn in 
advertising, as Lord & Thomas in- 
formed me when I wrote there on 
my landlord’s recommendation. 

But formal courses had not been 
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my sole and unpremeditated prep- 
aration for advertising, as I found | protects 
out soon after I began work in| ads 


George Batten Company. 


roommates and associates I had|/new ways of packaging every- 
roommate 


learned much. One 


was a civil engineering student. 


Another was 
ph rmacy. ; 
ized in ceramics. 


lav and of agriculture. Conse- 
ntly I left the university with 
, more varied “education” than the 


de ree Bachelor of Arts implied. 
The Basic Idea 


A boyhood and vacations spent 
on our farm provided a practical 
experience that probably I drew 
ypon heavily when I was writing 
more copy for advertisers using 
farm papers than any other writer 
| could name. 

Even from my farm hand asso- 
jiates I got some useful lessons. 
here was one who summed up 
bbout all there is to know about 
supply, demand, price and retail 
butlets when he remarked, “Yes, 
bnd if I had a barrel of ice water 
in hell I could get a dollar a glass 
for it.’ I’ve quoted Jack many 
Himes. 

Charley Turns Dramatic 


And there was Charley, a tramp 
barber as well as a farm hand, 
vho illustrated the value of in- 
hividualizing and humanizing your 
ppeal. One summer Charley 
oured and worked his way among 
the Rocky Mountain resorts and 
when they closed he started for his 
home town in Ohio. He expected 
to work his way along but finding 
barbers in Kansas in need of 
help he soon found himself hoofing 
it along Kansas roads broke and 
hungry. Kansas farm wives were 
ks deaf to his requests for food as 
barbers were to his offers to work. 
Then, dragging along the road, 
the sight of a rock gave him an in- 
spiration. The rock was of the 
size, thickness and shape of a well 
isen loaf of bread. Charley picked 
it up, dusted it off and when he 
got to the next farm house and 
the woman came to the door he 
held the stone towards her and 
said, ‘‘Lady, if you would spread 
hust a little butter on this I could 
it it—I am that hungry.” 


Gets Ready in Spirit 


From then on Charley fared so 
well he didn’t even try to find 
ork and not until he was within 
ight of home did he throw 
taff of life away. 

As for the rest of my “prepara- 
ion” for advertising: One college 
ication I worked in a Columbus 
undry and machine shop. Also 
ne year I worked days for the 
ennsylvania Railroad in Pitts- 
urgh and, whenever they would 
et me, worked nights for the city 
ditors of Pittsburgh’s morning 
apers. Didn’t learn much that 
vas helpful later but more, prob- 
bly, than I did the one year I 
aught a village high school in 
908-09. 

I was surely ready in spirit, at 
east, to accept Mr. Batten’s invi- 
ation to come and try to learn the 
dvertising business. 


ellophane’s Uses Will 


tey Sylvania Drive 
Sylvania Industrial Corporation, 
‘ew York, during June will use 
een 35 and 40 newspapers, 
cial and business papers and 
zines to describe wartime ad- 
ances in cellophane manufacture 
to point out that ‘“‘tomorrow 
foods will have better pro- 

‘tion because of them.” 
le first ad, captioned “Sylvania 
leans Cellophane,” will cover the 
in which war-improved cel- 


his | 


in the college of 
Still another special- | 
Among friends 
were young men in the colleges of 


_lophane “guards battle rations and| headquarters. Western public re- 


essential foods.” Other} lations will be handled by Chet 
will emphasize additional| Huntley, formerly assistant di- 
From | postwar uses for the product and/| rector, 


| thing from food to metal parts. 
| Agency is J. M. Mathes, Inc., New 


York. 


CBS Promotes Case 


Fox Case, in charge of public 
relations for the CBS Pacific net- 
work, has been appointed assis- 
tant to Earl Gammons, director of 
Columbia’s Washington, D. C., 


Ranch Show on Blue 


General Baking Company, New 
York, has begun sponsorship of 
“Friendship Ranch” on the Ameri- 
can Broadcasting Company 
network. <A _ half-hour’ western 
musicomedy program, it will be 
heard over 10 stations at 12:30 
p. m., EWT. The Clements | 
pany, Philadelphia, is the agency. 


55 


| Mutual Broadcasting System with 
Network Names Young “The Abbott Mysteries,” effective 
Adam J. Young Jr., Inc., New | June 10. Program is heard Sun- 
York and Chicago radio represen- | day, 6-6:30 p. m., EWT, with Wil- 
tative, has been appointed by the|jiam H. Weintraub & Co., New 
Intermountain Network, Salt Lake | York, as agency , 
City, made up of five Utah, Idaho | ; : 
and Wyoming stations, as well as| 
KLO, Ogden, and KALL, Salt 
Lake City. KALL will commence 
operations about August 1. 


S S Flexible Paste Cold Padding 
| Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 .N. Michigan Ave. Cen. 3373 Chicago 1 


Signs Mystery Show | 

For a 13-week period, Helbros | 
Watch Company, New York, is re- 
placing “Quick As a Flash” on! 


LAST RITES FOR THE SERGEANT by KERR EBY (from the Abbott Collection). Mr. Eby knows war. A veteran of World War I, he went ashore 


| 


Pie 
ms, 


TO THE FINISH 


’ 


Jap bullets don't read headlines. “Victory in Europe’ 
doesn’t affect their lethal power at all. 

They can still hit with the same flesh-tearing im- 
pact. Can still redden the sands of tropic beaches 
with the life’s blood of American men. They're still 
directed with the murderous fury that thinned our 


ranks at Guadalcanal. Tarawa, lwo Jima... and 


MAKE your DOLLARS 


all the hard-won isles that echo to the roll calls of 
the Dead. 

Yes, Victory in the Pacific still comes hard. There's 
no letup for the men we've sent to do the job. And 
there's no lessening of the obligation we have to buy 
bonds .. . to stay in this war as our fighting men must 
—right to the finish 


FIGHT to the FINISH 
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In the Ark-La-Tex area, KWKH—with 
its 50,000 watts—is the No. 1 medium, 
with full coverage and SELLING - 
POWER in this prosperous market. 


’ 


Represented by ‘The Branham Co. 
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Some figures for 
postwar planners 


SSS 


Damm Reelected 
by FM Group 


Chicago, June 5.—FM Broad- 
casters, Inc., reelected Walter J. 
Damm, general manager of WTMJ, 
Milwaukee, as president, and Ted 
C. Streibert, president of WOR, 
New York, as vice-president, at 
a board of directors meeting here 
last week. 

L. W. Herzog of Milwaukee was 
retained as secretary-treasurer of 
the group. 

At the meeting the FMBI board 
endorsed its previous recommen- 
dations and proposals calling for 
an FM band between 46 and 64 
megacycles, 


Sales Officers Named 
for Goodall Fabrics 


Elmer L. Ward, president, Good- 
all-Sanford, Inc., New York, has 
announced officers and directors of 
Goodall Fabrics, Inc., recently- 
formed selling division for the 
transportation, automotive, uphol- 
stery, decorative, woolens, coated 
fabrics, carpeting, contract and ex- 


port departments of Goodall-San- 
ford. 

Paul E. Carr has been named 
executive vice-president and gen- 
eral manager, and Jud E. Williams 
vice-president and general sales 
manager. On the board of direc- 
tors besides the executive officers 
are G. Art Brown, sales manager, 
automotive division; Claude Dyer, 
sales manager, industrial division, 
and John K. Odin, sales manager, 
home furnishings division. Ruth- 
rauff & Ryan, New York, handles 
the account (AA, March 25). 


Raytheon Awaits 
Station Site Okay 


Raytheon Mfg. Company, Wal- 
tham, Mass., is awaiting approval 
from the city park commissioner 
to lease a site in Waltham’s Pros- 
pect Hill Park on which to build a 
television and FM station. Gov. 
Maurice Tobin approved a bill 
May 3 permitting part of the park 
area to be leased. 

Raytheon plans to build a power 
room, quarters for the engineering 
staff and a public room for visitors. 
The station will serve Boston and 
the surrounding territory. 
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Lipton Offering 
Good Luck Premium 


Thomas J. Lipton, Inc., Ho. 
boken, N. J., is offering a ster ing 
Chinese good luck medallion as; a 
premium on its nationwide CRs 
radio program, “Inner Sanctum.” 
The pendent is offered for 25c jp 
conjunction with the sale of | jp. 
ton tea. Grocery store poster; 
are also being used to tie in with 
the offer. 


Heads Kalamazoo Club 
Clyde C. Whitcomb, vice-presi- 
dent, Kalamazoo Stove & Furnace 
Company, has been elected presj- 
dent of the Kalamazoo Sales Ex- 
ecutives Club. Other officers are: 
Harold Bills, Saniwax Paper 
Company, vice-president, and R. 
Charles Byce, Upjohn Company, 
secretary and treasurer. 


Rourke Joins Don Lee 


Jack Rourke, formerly a radio 
writer-producer with Donahue & 
Coe, New York, and N. W. Ayer 
& Son, Hollywood, has joined KHJ. 
Hollywood, and the Don Lee Net- 
work, as production manager. 


This is the kind of letter 


we like to receive 


At this time, with the green light practically on for 
a large amount of postwar production in Canada, the 
Toronto consumer market looms large in any adver- 
tising and selling plans. Wartime retail sales have 
been maintained at record high levels and these bid 
fair to continue, with availability of merchandise. 
In this, Canada’s richest retail market, where one- 
sixth of the people and a third of the buying power 
are contained within a radius of one hundred miles 
of the city, it is of interest to space buyers to know 
that for the first three months of the current year 
The Evening Telegram was 


GENERAL ADVERTISING— 
FIRST IN TORONTO 


FINANCIAL ADVERTISING— 
FIRST IN CANADA 
SECOND IN AMERICA 


(Evening Papers) 


Tue Evening Tevecram 
TORONTO <3 CANADA 


New York: DAN A. CARROLL Chicago: JOHN E. LUTZ 
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* a Chairman Gillette asked President |be handled by such agencies.” ‘in the “Surplus Reporter,” and | *Rijo’ Appoints 
ences Ti hten ‘Truman to replace him last week,| Rep. Patman listed 25 recom-|that the highest offer in a public | 7 
g g ‘and implied that he believed the |mendations for the board, the two|bid should be accepted as the | _ Rio, Brazilian fashion and so- 
|present law unworkable. most important being the immedi-|‘“‘market price’ for the goods. | ciety publication, has named Five 
f i eS | In recommending a 33% budget|ate need for industry advisory |Commerce’s field officers have | Continents Publications, Inc., New 
fel ine [! on romotion 'slash for the board, the House ap- | committees, and for a fixed price been advised to “sell now, while York, _Latin American editorial, 
A as . |propriations committee said the |system of selling merchandise. the market is right.” — and a ae 
. CRe |board had failed to provide defi- ‘ . ; irm, as representative in is 
ott “: of Sur lus Goods /nite plans for the expenditure of Acts for Simplification No Agencies Selected Yet country. 
25¢ i p \the money. The committee com-| With hugh amounts of property| (Commerce is still involved in tp 
f La /mented that “pointed attention|soon to be available, the Depart- the job of selecting an advertising ANPA Adds Members 
0S ters Washington, June 6.—A deter- |Should be given to evaluating the | ment of Commerce moved to sim-| agency, but officials said that pre-| American Newspaper Publishers 
1 with ined drive to head off misuse of Mediate staffing needs of vari-|plify sale of consumer goods this|liminary eliminations may be| Association has added the follow- 
the terms “Army and Navy” and ‘ous disposal agencies and to the/| week with an order to its field of- |completed and a number of agen-|ing members: Advocate, Stam- 
“yy. S. property” in the sale of | development of data on the quan-/fices that they need list only/cies selected before the first of |ford, Conn.; Journal, Salina, Kan., 
ib surplus war goods shaped up here | tity and character of property to! goods acquired for $5,000 or more | July. and the News, Ashland, Pa. 
a this week, with the Surplus Prop- | 
ast erty Board, its disposal agencies | 
preci fj and the FTC working out a three- 
5 Ex. way squeeze on dealers who mis- 
om wre: represent goods in their adver- 
ising. 
z ve In a brief public statement, Guy 
apany jg M. Gillette, chairman of the board, 
“> and FTC Chairman Ewin L. 
Davis, made it clear that the 
“Army and Navy” description 
could be used only for the actual NO. 28 OF A SERIES OF STATEMENTS BY LEADING EXPORTERS ABOUT THE LATIN AMERICAN MARKET 
radiof™ surpluses, or for goods produced 
hue «funder government contract and 
- AyerfJ conforming rigidly to government “ 
1 KHJ @ standards. ton 
ange Mostly Second-Hand Goods 1S 
____@ A possible indication of how aco ° 
strictly these terms would be de- q 
fined was seen in the explanation 
re tak “Eas see VICE-PRESIDENT IN CHARGE OF SALES 
oa 
from the present war is chiefly HENRY DISSTON & SONS, INC. 
second-hand property and must be & 


er 


recognized as such.” 

A great deal of surplus property 
is damaged or obsolete, and the 
most practical, efficient disposal, 
from the government as well as 
the public viewpoint, is sale to 
private dealers for reconditioning 
or remodeling. 


‘Not U. S. Standard’ 


“Such salvaging operations, of 
course, do not justify description 


ff goods in question as produced | 
under government contract or as 


government standard,” the state- 
ment said. “Nor can property pro- 
duced for but not taken possession 
f by the government be called 


“Of course the sale of American products in 


themselves use and pre er.” 


Latin America is stimulated by U. S. citizens 
residing there. By their example and by their 


praise they create desire for the products they 


You share your belief, Mr. Disston, with 27 other leading 
exporters whose statements we have published. They all 
say that U. S. citizens in Latin America are the best on- 
the-spot, off-the-payroll salesmen in Latin America for 
products made in the U.S.A.—and that these U. S. citizens 
are themselves the best buyers south of the Rio Grande 
for U.S. products. 


surveys show that 839% of them read Time’s Air Express 
Edition 52 


What’s more, “Time Air Express is read each week by a 


government surplus property.” 

The statement pointed out that 
after the last war there were 
numerous instances of misrepre- | 
sentation of goods as government 
standard or formerly government- 
owned, and warned that compli- | 
nee staffs of the board and its 
disposal agencies would be pre- 
pared to investigate complaints 
along these lines and turn them 
over to the FTC for action. 

FTC has already issued a num- 
ber of complaints involving sur- 
plus or rejected military property | 
ff World War II, the most recent 
resulting in a stipulation with 
A and N Trading Company, Wash- 
ington, to change advertising for 
Army combat boots which did not | 
measure up to government stand- | 


weeks a year. 


high concentration of high-incomed, high-positioned, highly 
influential Latin Americans,” say consular and chamber 
of commerce officials of 20 Latin American Republics. 
These top-flight Latin Americans who read Time also exer- 

These U.S. citizen-salesmen-buyers are the “liaison mar- 
ket” U. S. exporters should cultivate first and most— 
and you can reach 4 out of 5 of them through Time, For 


cise the strongest influence over the purchase of U. 8, 


—— 


products and services. 


THE WAY TO REACH THE KEY PEOPLE IN LATIN AMERICA 


ALREADY IN THIS SERIES export 


executives of 28 top-flight American com- 


M. E. BROWN JOSEPH C. ROVENSKY 


ds (AA, April 2) | panies have told you how important to Export Manager M. G. ENSINGER <=. Vice-President | 
‘ 2 S | the Latin y —_ ey ‘ . General Foods * President and Gen. Mer. ’ Foreign Department | 
Completion of the agreement 7 {me recan market is the good will Sates Ga., ine. Ynion Wire Rope Co, y | The Chase National Bank 
with FTC represented a big ster | of the English-speaking residents there. 
forward for the compliance or- | 
ganization of the Surplus Property | ‘ A. G. CAMERON PAUL DIETZ 
Board. ai! D. H. BELLAMORE Vice-President and Gen. Mer. JOHN L. COLLYER Export Manager, General 
} General Export Manager The Goodyear Tire & - President Machinery Division of the 
Say Slow in Starting Republic Stee! Corp. Rubber Export Co. B. F. Goodrich Co. Allis-Chaimers Mfg. Co. 
In recent weeks, the board has 


issued a number of regulations ex- 


Sota bos sian ll JOHN W. WHITE ROBERT F. BLACK f \ 
plaining the priority on surplus President | Ge President WALTER H. BEECH 9 ape | ELMER L. WARD 
goods provided in the Surplus Westinghouse Electric © The White Motor President | President 


‘ 


& 
<=” 


) 


International Co Beech Aircraft Corp. Goodall! Company 


R. A. HUTCHINSON 
° President i= 
The Studebaker &. 
j Export Corp. 


Property Act for government Company 
gencies, veterans, farmers and | 
‘thers, but it has been showered 


With sharp criticism for allegedly | 


THOMAS McDONALD 
| Vice-President & Export Mer. 


WILLIAM O'NEIL C. A. RICHARDS 


1 : z = ° a } President Director, Export Division 
being too slow in getting started. | Minneapolis Honeywell The General Tire & Interchemical 
ollowing attacks by the House Regulator Company Rubber Co. Corporation 


appropriations committee and the 
man small business committee, 


PETER ST. C. CHRISTIE DEMPSTER McINTOSH 


ga 


( a) 


W. S. ROBERTSON 

—_ Director of International W. WALLACE KELLETT President - President _ 
Trade and Advertising id President j Philco International American & Foreign 
R.B.DavisSalesCompany "4 Kellett Aircraft Corp. Corp. Power Company, Inc. 


hn 
CHARLES E. MERRILL 


. 
LOOK IT UP in | (ia 
} Senior Partner of TJ. CALLAHAN 
~ | ’ a Merrill Lynch, Pierce, .} Sales Manager of the «/ 
e ; ' Fenner & Beane i? NN / W. L. Douglas Shoe Co. 
—_ *. z 


W.H LUKENS 


tt Manager 


GEORGE L, RUSSELL, Jr 
President 
John B. Stetson Co. 


Ext 
R. M. Hollingshead 
Corporation t 
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} w " MMARKETING President | >» Export Manager of ' ee Vice-President President > 
cermin mats 108 Foote Bros. Gear & Canada Dry t 4 in charge of Export Sales Addressogra ph- t 
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Nation's Dailies Mobilize 
for Postwar Ad Battles 


Better Printing and 
Wider Coverage Is 
Likely to Emerge 


| 
| 


New York, June 6.— The na- | 
tion’s daily newspapers talk less | 
than some other media of the| 
postwar world as “advertising’s | 
golden age.” They see vast and| 
impressive opportunities for news- 
paper advertising in the postwar 
era, but they also see, with a 
clarity born of 15 years of rela- 
tively tough going, a great need 
for hard, aggressive, intelligent 
selling as well as for product im- 
provement. 

Few observers believe that ex- 
isting newspapers will suffer much 
competition from new entrants 
into the newspaper field. On the 


contrary, the trend toward con- 


| solidations and mergers, which has | 
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| about “national” newspapers _in; probably attempt to go national,; sarily a factor in local televis on. 
'this country, there are many in-| the facilities for such a move seem| because ‘shoppers’ programs,” ip 


dications that such a development) at hand, including nationwide dis- | which merchandise is shown, neg 
is possible after wartime controls| tribution by plane and the ability|not necessarily involve any ©x- 
have been removed. In England,|}to produce identical products si-| tensive program costs. 

|where the predominant impor-/|multaneously in widely separated The same holds true of shopping 
| tance of London and the relatively | locations by facsimile and other|newspapers, which are especi: ||y 
‘compact area of the British Isles | |processes. Most newspapers, too,| prone to spring up in cities whore 
have made all London morning} like the Atlanta Journal, which consolidations have resulted in 


been evident for many years, js | Papers “national,” there are now|has just begun airmail delivery of|newspaper monopoly. There wil] 


‘likely to continue to some extent, | 


'so that there is more likelihood | 


lof a somewhat smaller number of | 


daily papers, rather than a larger | 
number. 


Greater Competition Seen 


But this lack of direct compe- 
tition from new enterprises in the 
newspaper field does not mean| 
that dailies will face no compe- 
tition. On the contrary, all the 


signs point to heightened compe- | 


tition from three principal sources: 
1. The expansion, circulation- 
wise, of metropolitan papers to 
broader and broader areas. 
2. More serious incursions into 


'the retail field by radio, and par- 
ticularly by FM and _ television. | 


3. The continued development 
of shopping guides. 
Although little has been said 


\the U.S. figure. Of these 14 papers, 


reported to be 14 newspapers with| its papers to Augusta and Savan-| be more of these, undoubtedly, «nq 
circulations over a million — a | nah, are planning to broaden their|newspapers can be expected to 
|number considerably higher than | |coverage areas, thus inevitably | oppose their development with ag 
| creating circulation cross-currents. | gressive selling and product im. 
/one has over 4,000,000 circulation, As for incursions into the retail| provement tactics designed to 
three over 3, 000, 000, and an addi- | field by radio, newspapers are not} make their own media more effec- 
tional one over 2,000, 000. Only | kidding themselves. They believe | tive for advertisers. 
one of the 14 papers is an evening| that they have the best possible Thus, while competition from 
paper, and only one—the Sunday| medium for local advertisers, but|other media, including expanded 
Empire News—is published out-/|they are not minimizing the com-| newspapers, will be an important 
|side of London. petition radio will give them, and|factor in postwar newspaper 
Regional Papers Exist oo, et particularly concerned circles, the largest portion of news- 
. 4 about television, even though this| paper enterprise in the postwar 
esate “seat ok P ye ag re A ml development seems somewhat re-| period seems destined to be spent 
tions like the Chicago Tribune, mote commercially. in efforts to increase the. value 


the Des Moines Register and Trib- Television Tested of newspapers to readers and 


une, and others, have long had the therefore to advertisers, and to 
character of regional sublicationn. A number of important depart-|improve selling methods in the 


; * t stores are already experi-| field 
serving a much broader area than| ™€"". © ee . . 
the immediate retail trading zone ora. eae ae ys gt Run of Paper Color 
represented by their cities of pub- | P@P& o ; e huge } ; ' - 
lication. eo, cone — nich — — ; ceed vor cig lea 

: ; , " : oO evision develop-| values will center largely around 
While few newspapers will ment for some time are not neces-! attempts to do a better job of 


office 


and recognition for your product in the patches. It has 25 of the most popular 
rich Kansas City market. With recent many interests. and has an outstanding 
increase to 5000 watts power, day and 
night, there has been no increase in KCMO 


low rates. See your nearest John E. Pearson More and more national advertisers are ural wealth of resources in 


for availabilities. 


Represented by JOHN E. PEARSON COMPANY Chicago + New York + Kansas City 


Radio Buy in 
place the bulk of their advertising in the 
K A N SAS C ITY | arn pf poh pia age we That's U ) E T H E 
_@ | why the Post has consistently led the HOUSTON POST 


Kansas City. You see, too, that less money 


will goa long way in buying acceptance _ plete market page and carrying both As- 


HOUSTON POST 
LEADS THE NATION 


IN RETAIL FOOD 
LINEAGE 


ESPITE the fact that the Houston 

Post is not the largest newspaper in 
the United States, it led the nation in 
1944 in retail food lineage. This means 
just one thing—that Post advertising gets 


results! ‘ | the 
| Every advertiser knows that in retail food 
advertising an accurate check of the re- 


sults from each ad can be made very 
easily. Houston merchants have discov- 
ered that they get far greater returns on 
their advertising dollars spent in the 
Houston Post. It is only natural that they 


field for the past eight years in the im- 
portant field of retail food advertising in 


You see results when you use KCMO in | Houston. A MILLIO 


| The Post is a strong advertising medium USTOM ER 
because it offers more to the reader. It , 


is the only Houston paper offering a com- 


sociated and United Press news dis- 


comics in the country, covers the home's T oO Ss P E | D 


sports page. It is a family read news- 
paper and, as every member of a family 
helps spend the income, that is one of 
the big reasons why Post advertising is 
so effective. 


The Houston Post reaches 
huge market that is rich no 
and will be even greater 
richer in the future as the 


discovering that their advertising dollar region are more fully develo; 
gets a far greater return in the Houston For those wishing to expand 
Post. When you add to this the fact that erations, the Houston area of 
the Houston area is one of the world’s abundant opportunities. Let 
richest markets, it is very easy to see why Houston Post show you the 

it pays to advertise in the Houston Post! — sibilities of this market. 


KCMO 


9000 WATTS 
Basce 


AMERICAN 


Broadcasting Co. 
Network 


Represented by Burke, Kiupers & Mahoney, Inc. 


THE HOUSTON POST 


First in the Texas Morning Field 
in City and Suburban Circulation 
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Advertising Age, June 11, 1945 


Apvertisinc AGE believes 
that the great economic 
‘problem of the postwar pe- 
riod will be to sell the goods 
and services which our enor- 
mous industrial plant is 
equipped to turn out... that 
profitable advertising and 
merchandising are the mas- 
ter keys to postwar prosper- 
ity ... and that therefore 
the years that lie ahead may 
be the “golden age of adver- 
tising.” In a series of arti- 
cles, of which this is the 
fourth, we present a preview 
of some of the opportunities 
and problems facing adver- 
tising and selling, and some 
of the steps which business 
will take to meet them. 


tion, a process that works well 
enough on absorbent newsprint, 
but does not work at all on a sur- 
faced or less absorbent sheet. 


Magazines Solve Problem 


Magazines have been faced with 
a similar problem of drying inks 
used on high-speed presses, but 
they have largely solved it by 
using vaporine or flash dry inks 
which are burned off and set as 
they pass over an open flame. 
Various inks of this kind have 
been tried in newspaper shops, 
but with indifferent results, and 


some experiments are now being/the cost of ink used. 


conducted with steam-set 


which 

and bread wrappers for some 
time. They work 

here, where the printing is on 


one side only, but they have not 
yet been perfected for two-side 
newspaper printing. 

Even if the basic ink problem 
is solved, however, newspaper 
mechanical men point out that the 
use of better paper will mean an 
increase from the present 3 cents 
or so a pound to at least 5 cents, 
and perhaps a 400% 


Ink 


|and an increase of 66% 


\like a 50% 
/duction costs. 
Special Sections First 


Thus use of better papers is 
|likely to be restricted by the vol- 
|ume of premium advertising which 
can be secured to support it, and 
|'a better paper trend, if it comes, 
| will probably manifest itself first 


is a 
inks,|minor newspaper production ex- 
have been used on gum|pense, but paper is the largest, 
in paper 
satisfactorily |is estimated to mean something 
increase in total pro- 
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tions of the mewspaper, rather 
than in the entire edition. 
Perhaps the greatest advances 
which newspapers are likely to 
make postwar are in the fields of 
improving their selling methods, 
because most newspaper advertis- 
ing men are convinced that un- 
intelligent selling over a_ period 
of years has done much to rob 
a premier medium of its position. 
In this field the Newspaper Ad- 
vertising Executives Association, 
American Association of News- 
paper Representatives and the Na- 


increase in,in the production of special sec-|tional Newspaper Promotion As- 


showing merchandise, if the shop | 
talk of newspaper advertising men 
can be accepted as a criterion. 

One phase of this development | 
is already obvious. Run of paper | 
color for advertising, and perhaps | 
also for editorial features, will | 
become commonplace after the | 
war, when the availability of new | 
equipment will permit those| 
papers which now print color to} 
handle more of it better, and will | 
enable those without color equip- | 
ment at present to add it. 

Even during wartime, notable | 
advances have been made in news- | 
paper color, both in the printing | 
and the art preparation phases, | 
and it can be accepted as certain 
that most, if not all, metropolitan 
dailies will offer color facilities | 
to advertisers within a relatively | 
few years. This is particularly | 
true since those advertisers now | 
using color—mostly department | 
stores and specialty shops—are | 
convinced of its sales power, pro- 
vided that differentials between 
color and black and white rates 
are not excessive. 


May Use More Gravure 


Along the same line of improv- 
ing their ability to reproduce mer- 
chandise faithfully and enticingly, 
nvestigation indicates that gra- 
‘ure, both monotone and color, 
will become an increasingly im- 
portant factor in the newspaper’s 
bag of tricks. Gravure is thus far 
the only process which enables 
something approaching pure pho- 
tographic reproduction to appear 
n newspapers, largely because it 
ermits fine-screen reproduction 
f halftones on a relatively inex- 
pensive sheet of paper. 

Sunday gravure picture sections 
and magazine sections therefore 
seem destined for important re- 
ivals, with the principal limita- 
tions again being cost and the 
engthened reproduction time re- 
juired for gravure printing. 


Improved Paper Possible 


Further in the future, but never- 
theless a definite possibility, is 
that newspapers may abandon the 
traditional newsprint paper on 
Which they now print in favor of 
a finer surfaced sheet which will 


enable them to reproduce art-| 
work and photography with 
er ater fidelity and attention to) 
detail, 


‘xperiments along this line are 
ready going on in a number of 
spaper and supplier labora- | 
but nothing has yet devel- 
1 which solves the basic prob- 


es 
my» 


"i—the drying ability of ink. 
‘ewspaper printing is now done 


inks which dry by absorp- 
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HE 


PUNCTURES STUFFEL 


AND 


SHIRTS 


VISITS GERMAN ATROCITY CAMPS 


—.... Malcolm W. Bingay to any Mich- 


igander, and he'll quite likely remark: 


*Sure, I know Bing. 


column on The Free 


Writes the ‘Good Morning’ 
Press editorial page.” 


“Bing” is an institution in Michigan. Rapidly 


he is becoming the property of America. The un- 


exampled vigor, brilliance and provocative char- 


acter of his writings stirs up many a tempest and 


temper, makes strong 


men weep and the “‘sinner” 


in public life resolve to mend his ways. 


With a sentence he can devastate a “stuffed 


shirt”, and in a paragraph ‘“‘justify the ways of 


God to man.” Probably no other American news- 


paper man wields so trenchant and versatile a pen. 


As Editorial Director of The Free Press, Mal- 


colm Bingay was one of eighteen American editors 


Che Detroit Free Press 


SERVIN 


JOHN S, KNIG 


~ 


,: . MaleolnW Bingay, EDITORIAL DIRECTOR 


chosen by General Eisenhower to visit and report 


upon German atrocity camps. 


What he has written since his return early 


In 


May after a 14,000 mile jaunt by plane to the 


European battle fronts, has aroused the nation 


not only to a fuller understanding of what actu- 


ally happened in Germany, but to the astounding 


realization that “it might happen here in America 


unless men conquer their own souls and drive 


hate from their hearts.” 


Writers like Malcolm Bingay are making The 


Detroit Free Press one of the ““Manchester Guard- 


ians’”’ of America—a powerful force in arousing 


public opinion to the enormity of the tasks of 


peacetime that now loom before us on the hori- 


zon of events. 


HT, PUBLISHER 


Brine ie tee é a 3 raat VB ae a 3 " ‘ = “as 
E : : zi aie iis ‘ - ee a8 ‘ ? . P = Ae 4 : { 3 Gee 
a ee 
is Nn, ; : 
” in | 
need | 
X- 
ping Ss 
4 | lly 
th re | 
ir a 
will 
» and 
d to 
a ig- 
m- | 
l to 
aff eC. 
from ne cea een ataenididierncatnendispeneeacnemesenseereereneeesenanentnenanesecreneeoeamecanarneeemadten 
inded a nape re nan orc cE oer Eee ce 
rtant ae idk ge Le. 7 
_per f "oe, oa Cet ss ma } q 
e Ws- ! ; “aa i OE o 4 
ets yy : AG : Sg SO ae eee 
spent r i cee ig ‘ “ae ix = - ey 
Value if by %, a ot = : 2 Be 5 ee eae 
and f 4 i ae ia os 2 ae - . ves Pe Si 2 ates. i ae 
d to : 2 ae e. * . : a 2 i bs ll he 3 
- the Bes . >. ae » a ME oe 
4 eye : - ‘ Bay" : ag 
: =a, ‘ -_ j ky 2 x 
| i : = of : és ee eye «Ae “Mi : 
eee “7 f ease ~ otis 5 alec a ae a oe 
‘ oe ee = i” fg: eg | a agit ee Ses 
; 4 pe ay ‘ 4 eek ES ae ™ Rye a a 
e Ree ee — ae et * eg: ’ i: “iliac “ae 
d ¥, a ; ; : rhs 3 Beg) BOR < ee os 4 bh >. 
a an, 8 bs 2 pee ' . ec > 
5 a ’ é a ¥> Shes ar aloes a) : 9 
Bee sae ¥ et a7 ag ” 
‘ie ¥ ‘, $ ‘-.” ae ~ 3 i ad hie, . = 
ot — : aha : — . é 
em od +: we us Psi : ‘ ea ae 3 if 
: OR i aa ° ie ee i ba 
es ; » tag ag ” : au 
“see A 
—= ang = Sa “ ti = a AEN, Se | + 
ie ? : Se ‘ "J 2 j S eS : 
; De a. - E 
Se : a Pe ye 2 a ; 
en Y Poa + age % ii) 5 ag & 
eet + iy ; . pie. wee ae : 
Seana alas - . a a 
7 i ee ae : 
Bes: iH, ves Mee. : Con me 
Be < [ae Or ee : ; : 
es. PS ? ee ae 4 
Seen te aac - : es ae 
oe ce ee ee 
—_— pe TS 
| § T eC | 
| a 
. a —— TTT... 
) is a 
4 po 
d 
s nat ee 
mn tits “~~ th 
loped. es | 
vd p T t 
oper 
pt {in ; COOL oTeEL | Mie. eae an aE tae a. 2 ee. . 
Oe: js eg % 
ty te 1 baad feo ‘ ay % a 
? ™ | st on ¢ t — 
| ( ( ; l | : ay a4 ‘g re , 
; f E . ca F Drage ie ia Z 
, a ; & y 
| SG Bie . : -— = t 
a a ; ares 
a HT es ee ‘- ros i “ : at a 
- CONDITIONED ; ve : . 
eal ini, ay 4 . ae ee 
Zs as a : a - = . 


60 


sociation have taken the 
pushing publishers along a path 


which indicates harder, more in-| 


telligent and more aggressive sell- 


ing and promotion all along the} 
| aggressive selling of newspapers as 
| advertising media, and have dem- 
several | 


line. 
Retail Bureau Set Up 


The expansion of the activities|‘“‘new business” 


in a more solid position than ever, 
largely because they were among 
the first in the field to recognize 
the need for more intelligent and 


onstrated, through their 


committees and 


of the Bureau of Advertising of|in other ways, their ability to sell 


the American Newspaper Pub- 


newspaper space intelligently. 


lishers Association to more than| Most newspaper men feel that in 
twice its former size, and the es-|the years to come, newspapers and 


tablishment of an entirely new 
retail advertising bureau, are im- 
portant movements in this direc- 
tion. They presage more powerful 
selling, backed by much more 
statistical and research activity. 

The newspaper “network” idea, 
although unsuccessful in most in- 
stances in the past, still intrigues 
some newspaper men, and an im- 
portant study of the feasibility of 
networks is now underway, with 
results scheduled to be announced 
shortly. 


‘Reps’ Set for Action 


Newspaper representatives, who 
seemed to be on the “hot seat” 
with many newspaper publishers 
in the prewar period, apparently 


their representatives will work 
closely together for the common 
interests of all, instead of dissi- 
pating a substantial part of their 
energies in internecine strife. 
During the war the explosive 
national-local rate differential rate 
situation has remained quiescent, 
and nothing drastic is likely to 
occur in this field, but far-sighted 
observers believe the differential 
is slated for ultimate disappear- 
ance or minimization. If this 
trend develops, it will probably 
be accompanied by an extension 
of agency commissions to local ad- 
vertisers, and a partial withdrawal 
by newspapers from the field of 
copy preparation, in which most 
are still active on the retail side. 


lead, | will emerge from the war period| 


One factor which may exer- 
cise an important influence on 
the rate differential is the strong 
possibility that more and more 
national advertising will appear 
over dealer signatures, not only 
because distributors and dealers 
are likely to be in the merchan- 
dising saddle when unrestricted 
production is resumed, but also 
because a substantial number of 
national advertisers are convinced 
that their advertising dollars pack 
more sales punch when they are 
associated with the name of an 
outlet or outlets. 

National advertisers, especially 
those with exclusive dealer ar- 
rangements or a relatively small 
number of dealers, are in many 
cases sold on the value of dealer 
tie-up copy, entirely without ref- 
erence to the rate differential, and 
there are some indications that 
more and more newspaper copy 
for national accounts will be 
placed on this basis. 


‘Plant City’ Ads Stressed 
Another field in which news- 
papers will undoubtedly be more 


active postwar than ever before 
is that of public relations adver- 


|tising by local industries—desig- , 


KOREA 


nated as “plant city” advertising 
by newspaper men. During the 
war this classification, almost en- 
tirely overlooked previously, has) 
accounted for just about as many | 
dollars of newspaper space as was | 
bought by the automotive indus- | 
try in its advertising heighday, 
and this important source of busi- | 
ness will not be neglected when | 
auto linage returns. 


Newspapers Hurt Most 


In the meantime, newspapers 
have been hurt worse by the paper 
shortage than any other medium, 
because they have been unable 
to stretch their allotted tonnages 
over more area by reducing 
weights, as magazines have done. 
Thus, while magazines and farm 
papers, for example, were able to 
add about $100,000,000 of general 
advertising between 1940 and 1944, 
and radio (on a gross time basis) 
added even more, the general ad- 
vertising volume of dailies rose 
only about $20,000,000 in this 
period. Retail volume, propor- 
tionately, fared no better; and al- 
though classified climbed sharply, 
due to wartime needs for workers 


IT DOES YOU... 


OMIT HUNDREDS OF LINES OF 
ADVERTISING EVERY WEEK 


MUCH AS 
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Advertising Age, June 11, 1945 


Key to Far Eastern Peace and World Security 
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THE KOREAN UNDERGROUND 


.. ready since 1919 to save American lives 


TO CONTROL THIS STRATEGIC BASE Japan fought Chine io 1895, Russa in 10 
ferally onmesing Korea in 1910 
This led to the Invasion of Manchuria in 1981, war agaimt Chine m 107 and 
PEARL HARBOR wm 141 
THE CAIRO DECLARATION OF 1963 DRCT ARED 
“The Three Great Power mindful of the enslavement of the [7 of Korea. are deter 
mined that in due course KOREA SHALL BECOME PREF AND INDEPENDENT.” bu 
the IMMEDIATE INDEPENDENT KOREA is the ONLY GU ARANTER for PERMANE 
PEACE in the Orient and Security of the United Notions 


KOREAN DELEGATION 


CONFERENCE COPY —One of the 
unusual ads appearing during the 
United Nations Conference was this 
one, placed by the Korean Delegation, 
in the San Francisco Chronicle. 


and products, its growth also was 
curbed by lack of paper. 

At the same time, many have 
increased subscription and news- 
stand prices to the highest point 
in history, and the problems of 
Overruns, returns, etc., have vir- 
tually disappeared. Circulation 
revenue is an extremely impor- 
tant part of total newspaper reve- 
nue, and current thinking in the 
field indicates that there is little 
desire to reduce current copy 
prices, even in an effort to in- 
crease circulation. 


NAB Sales Group Names 
Three Subcommittees 


Three subcommittees of the 


| sales managers executive commit- 
Ee of the National Association of 


We're taking it on the chin at the cash register 
these days—but it's the only way we can budget 
newsprint, without losing the respect of our 


readers. 


By rationing our advertising with consideration 
and fairness, by streamlining editorial columns 
without sacrifice of news or features, we produce 
a spirited, smartly-printed i A 

r 


our subscribers, safeguarding our 


iendships. 


And because we still deliver papers by our com- 
pany-owned Mistletoe Express, every subscriber 
within 100 miles of Oklahoma City receives a 
complete edition, only minutes old. A unique 
service that cements reader loyalty still tighter— 
adding much to the effectiveness of Oklahoman 
and Times sales influence in this rich, responsive 


Oklahoma market. 


All good points to remember in the post-war 


period! 


the daily oklahoman 


thlahoma city 


THE OKLAHOMA PUBLISHING CO 
Ki Z, 


KVOR, COLORADO SPRINGS 


THE FARMER-STOCKMAN 
DENVER (UNDER 


WY, 
AFFILIATED 


OKLAHOMA CITY 
MANAGEMENT ) 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


NOW MORE THAN 


260,000 


GREATER 


OKLAHOMA CITY 


Broadcasters have been appointed 
following the committee’s recent 
meeting in San Antonio, Arthur 
Hull Hayes, committee chairman 
and general manager of WABC, 
|New York, has announced. If 
\favorable action results from the 
committee’s request for a _ study 
of the acceptability of the “sound” 
| of commercial copy as well as its 
|acceptability on paper, the NAB 
;code may be changed to include 
,the manner of presenting com- 
|mercial copy on the air as well as 
|the wording of such copy, Mr. 
Hayes said. 

Subcommittees are: 1. To study 
a procedure to establish an adver- 
tising agency recognition board-— 
Stanton P. Kettler, WMMN, Fair- 
mount, W. Va., chairman; James 
V. McConnell, NBC; Harold Sond- 
erland, KFAB, Lincoln, and Wil- 
liam Doerr Jr., WEBR, Buffalo. 2 
To study the implications of the 
policy of complete disclosure of 
audience measurement informa- 
tion — Frank Webb, WGL, Ft 
Wayne, chairman; Henry I. Chris- 
tal, Edward Petry & Co.; Howard 
S. Meighan, Radio Sales, and Sam 
Bennett, KMBC, Kansas City. 3 
To study the block selling of time 
to brokers for retailing to differ- 
ent advertisers— John Cutler. 
WSB, Atlanta, chairman; J. W 
Knodel, Free & Peters; Ben Laird, 
WOSH, Oshkosh, and Ken Chur:! 
/WCKY, Cincinnati. 


Three Name Chernow 


| Alexander S. Gross & Bi 
|dress manufacturer; Bernard F‘ 
|Inc., maker of living room fu 
| ture, both of New York, and L 
| Samuels, specialty shop, Ogd 
| Utah, have placed their adve1 
\ing with the Cherow Comp: 
|New York. 
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MEMBER A.B.C. 


COWAN PUBLISHING CORP. 
342 MADISON AVENUE, NEW YORK 17.0.7 
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= How Business and Industry Are Preparing for a Peacetime 


Home Appliances Need 
Intensive Promotion 


The need for intensive promo- 
tion of ranges and refrigerators 
by department and furniture 
-tores is indicated in a _ survey 
just completed by Scripps-Howard 
in 13 cities where it publishes 
newspapers, Retailing Home Fur- 
nishings reports. 

Not to be regarded as a nation- 
wide sample of urban families, 
the survey relates only to Bir- 
mingham, Cincinnati, Cleveland, 
Columbus, Denver, El] Paso, Evans- 
ville, Houston, Indianapolis, Knox- 
ville, Memphis, Pittsburgh and 
San Francisco. It reveals that in- 
dependent stores led in refrigera- 
tor sales with 23.6% for all 13 
cities, followed by furniture stores, 
17.2%, and department § stores, 
12.2%. 

The point of purchase for the 
customer’s next refrigerator found 
furniture stores dropping to 9.7%, 
and department stores to 10.5%. 
Significantly, the “don’t know” 
class totals 42.6%, indicating a 
wide-open market. 

Private ownership of mechanical 
refrigerators totaled 91.9% in the 
13 cities, led by Pittsburgh with 
96%. San Francisco, an apart- 
ment house town, trailed with 
80%. Bought within the last five 
years were 41.4% of the units. 


97% of Refrigerators Okay 


Ninety-seven per cent of all re- 
frigerators were found to be op- 
erating satisfactorily in most all 
cities, yet in Memphis, where the 
refrigerators were newer, the per- 
centage of those not operating sat- 
isfactorily was highest. 

Electric and gas refrigeration 
combined are used by 73.3% of 
all the families checked. With 
this figure as 100%, Frigidaire 
with 21.8%, General Electric with 
17.5%, Westinghouse with 9.5% 
and Servel with 10%, made up the 
bulk of the sales. 

Only 38.1% do not own any 
kind of washing machine. In 
Pittsburgh this figure is reduced 
to 12%. In Memphis, however, 
81.6% do not own washers. 

co * * 

What the customer wants in 
postwar appliances is disclosed in 
an article published recently in 
Electrical Merchandising, “A Cus- 
tomer Makes Some Postwar 
Plans.” 

“Speaking of changes in ap- 
pliances, I wish they’d make elec- 
tric ovens easier to clean,” the 
customer is quoted. “This is one 
reason I haven’t much use for a 
glass oven door. It would brown 
up promptly and, though clean- 
able, would never look the same 
again, | 
_ “When it comes to the roaster, | 
it would be nice if there were a| 
way to tell the temperature 


in | 
between clicks of the thermostat.” | 
Again speaking of the range: “It | 
would be a great convenience if | 
there was any way of installing | 
an automatic control over top | 
units, so they’d switch to low after | 
given time and then turn off, 
ay after 20 minutes.” | 
Of the refrigerator problem: | 
My refrigerator is great just as | 
stands. I’m going to be using | 
lore frozen foods after the war, | 
know, either of my own freezing | 

r from the market and perhaps | 
would be well for me to have a | 
ir sized storage cabinet for these, | 
tide over between the time 


ey come into the kitchen and 


-——u= PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 
..,. Or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular pamenage of this 7 bil- 
lion dellar market. Get the facts on 
- some of the success stories built by 
. advertising in this live field. Drop 
x: letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


the time of use. 


“Also, I’d like to have essential 
instructions about care, 
intervals, 
needed, periodic cleaning of the| 


defrosting 


which would indicate when it 
should be oiled. If I get a washer 
I'll certainly need such a memory 
Bias 

Appliances wished for: A win- 
dow washer; a floor polisher (“No 
one ever tried to sell me one but 
I could use it if I had it.”); an 
individual cake baker, “not much 
bigger than a waffle iron, to bake 
a cake right at the dining room 
table”; an electric way to light 


World | * 


jock ciliata: anemmemees 


such as 
oiling if 


machinery, etc., stamped right|gas water heaters and furnace 
into the box itself. In the same | pilot lights. 
way I wish there were a date| "= * 


stamped on my vacuum cleaner | 


The average housewife spends 


over nine years of her life just 
cooking meals; she washes 26,280 
dishes a year. So Westinghouse 
Electric’s new electric dishwasher 
should be a boon to her and her 
husband, who willingly or un- 
willingly “helps with the dishes.” 

The new Westinghouse machine, 
in 10 minutes, “will wash, rinse, 
and dry 57 dishes and glasses, 45 
pieces of silver and pots and pans, 
all for less than one cent a meal, 
including the cost of soap,” de- 
clared Elizabeth Watt, research 
technician, Westinghouse’s Better 
Homes department. 
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Management to Meet 


The American Management As- 
sociation will hold a Chicago area 
personnel conference in conjunc- 
tion with the association’s annual 
business meeting, June 14-15, in 
the Palmer House. 


Joins Belnap & Thompson 


Malcolm S. Walker, formerly 
with Booz, Allen & Hamilton, Chi- 
cago, has joined Belnap & Thomp- 
son, Inc., Chicago, as executive 
vice-president. 


This 18 Toledo...with its $10,000.00 
Lake Erie Water Supply System 


“Fortress in the Lake’’—The Crib 


If in this series of advertisements reference is often 
made to Toledo’s advantages of location, it is be- 
cause this is a matter of supreme importance. When, 
for instance, the growing city looked for a greater 
and better supply of water, for home use, for fire 


protection, and for the important requirements of 


The Libbey: Owens: 
Ford glass outline 4) 77 May 


industry, the answer was found at its own front door, 
in Lake Erie. The Toledo Lake Erie Water Supply 
System now provides abundantly for every use. The 


relatively soft and pure Lake water is further softened 
and purified by an elaborate system which represents 
the most advanced thought in engineering and in 
construction. Envisioning the needs of a city of 
twice the present size, the system,is obviously pre- 
pared to take care of all requirements of the greater 


industrial Toledo of tomorrow. 


TOLEDO BLADE 


One of America’s Great Newspapers 


Represented by Pau! Block and Associates 


NEWSPAPERS ARE ALWAYS THE BEST ADVERTISING MEDIUM 


map shows the sys- — 
tem from the intake 
through all of the 
steps to the trunk line 
terminus on the west 
side of the river. 


newspaper.” 


Toledo market. 


"and this is the 
TOLEDO BLADE 


“Only a great market can support a great 
Toledo is conscious of the 
physical advantages which Toledo en- 
joys—advantages which have contributed 
to the development of a strong and stable 
city. From its establishment more than a 
century ago, The Blade has endeavored 
to serve well the needs of the community. 
Its reward has been in the continued con- 
fidence and loyalty of its readers. 
Blade today reaches all Toledo, with un- 
usual coverage of the rich surrounding 
area which contributes substantially to 


the prosperity and stability of the whole 
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— The Advertising Market Place—— 


The rates for this department are as follows: 
Wanted,” “Representatives Wanted,” 
50 cents a line, minimum charge $2. Terms cash with order. 


“Help Wanted,” ‘Positions 
“Representatives Available,” 
All other | 


and 


classifications ttagle insertion rates): % in., $3.60; 1 to 3 in., $6.50 per inch. 
WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNE(S. 


HELP WANTED _ 


ADVERTISING SALESMEN 


Prefer previous experience general, 
Consider 
be- 


industrial, trade journals. 


ambitious, interested veterans, 


ginners. Salary. Real future. Promi- 


nent company. 


Box 


330 W. 


7234, ADVERTISING AGE 
42nd St., New York 18, N. Y. 


If you can sell advertising, write 
copy and make layouts; if you are 
looking for a permanent connection 
in a small city (16,000) where living 


is pleasant, investigate this offer. | 
Daily (evening) paper, 7500 A.B.C. 
Mid-Atlantic oe state, 00d | 


equipment, up to dat 
Box 7355, t DVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


| 
| 


_ HELP WANTED 


~~ ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 
ADVERTISING MANAGER 
Splendid 
tail ad man to grow with nationally 
known manufacturer of retail dis- 
plays, permanent, good salary, mov- 
ing expenses. Display Corp., 357 
East Erie, Milwaukee 2, Wisconsin. 


COMPOSING ROOM 


Printing layout and mark-up men. 
Excellent postwar future. Experi- 
ence necessary. Good 

vacation. Mr. Fiedler, 85 W. Har- 
rison, Chicago, Ill. 

ARTIST. An experienced layout 


artist who has worked with indus- 
trial, consumer 
vertising. 
veteran with 
background 


A young man or returned 
the right talent and 
will find this medium 


unusually splendid opportunity. 

Write, giving details of experience. 
Box 7380, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 
ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
| 209 S. State St., Har. 2063, Chicago, 


Artist! Here’s just the pleasant, 
profitable connection you have 
wanted. Chance to become “key” 
member of well-established, nation- 


|ally-known mid-western advertising 


opportunity for young re- | 


and direct mail ad-| 


rest advertising agency an | 


agency. Brilliant future for progres- 
sive artist with talent and original- 
ity. Attractive salary and commis- 
sions. No investment. National maga- 
zine placings. Pleasant working sur- 


roundings. Middle-sized city, ideal 
for real living enjoyment. 
Box 7371, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED: 

MEDICAL COPYWRITER 
There is a place in our agency for 
a seasoned writer of ethical medical 
copy, both trade paper and direct 
mail. If you have the ability to 
|} create sound, attention-getting ideas 
land back them up with strong, 
| ethical selling copy that will arouse 
the interest and action of physi- 
cians, you'll find this an exceptional] 
| opportunity both for today and the 
| 


future. While medical copy is the 
first consideration, there will be 
other types of accounts to work on. 
Salary will be attractive to the 
right man. Our organization knows 
|}about this ad and all replies will be 
kept strictly confidential. Write Box 


17378, ADVERTISING AGE, 100 E. 
Ohio St., Chicago, 11, Ill, for ap- 
pointment giving your experience 
and qualifications. 


WE SAY IT AGAIN... 
AND AGAIN... 


The strength of the Courier-Post in 


the Camden market lies in the fact 
that it is the only newspaper that gives * 
full coverage of South Jersey news. As 


a result, 


advertising schedule designed to cover the Philadelphia 
market is complete without the Courier-Post. It offers SALES 


IMPACT to over 13% 


Philadelphia A.B.C. Trading Area. To completely sell the nation’s 
. the Camden Courier-Post is a MUST! 


third largest market. . 


its circulation in the Camden 
Trading Area is more than that of ALL THE 
PHILADELPHIA DAILIES COMBINED! It reaches 
five out of six homes in prosperous Camden County. No 


. every eighth family... 


° 
Williamstown 
© Clayton 
OF rankbavile 


Port Pe 


CUMBERLAND 
Eisen fecenngyn 
Bridgeton’ 


of the entire 


CAMDEN COURIER-POST 


REACHES 5 OUT OF 6 HOMES 


GEORGE A. 


y } P ? 4 ? '* 
Nati Nai idvertisin g Repre sentative 


PHILADELPHIA 


IN PROSPEROUS CAMDEN COUNTY 


McDEVITT COMPANY 


DETROIT CLEVELAND 


HELP WANTED 


Advertising Age, June 11, 1945 


POSITIONS WANTED 


SALES OPPORTUNITY 
with old established publisher of in- 
dustrial and engineering experience 
for advertising salesman. Must be 
under forty with personality and 
selling ability and some mechan- 
ical or engineering background. 
Extremely interesting proposition in 
Chicago and surrounding territory. 
State full particulars, background 
of experience, etc. 
Box bgp" o St, ¢ =RTISING AGE 


Must be creative, make good lay- 
outs, write selling copy and letters, 
edit house organs, have executive 
sales promotion and editorial abil- 
ity. Give full particulars of age, 
experience, education and _ salary. 
Chgo location. 

Box 7381, ADVERTISING 

100 E. Ohio St., Chicago 11, 


AGE 
Ill. 


Excellent opportunity for account 
executive with good business con- 
tacts to work amid congenial sur- 
roundings in fast growing recog- 
nized New York advertising agency. 


Write for appointment. 

Box 7382, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. ¥. 
REPRESEN TATIV ES WANTED — 
Junior space salesman—Young man 
to work under eastern manager out 


of New York office, representing old 
established midwest publishing firm. 
Will represent two of the leading 
publications in the engineering and 
construction field. Excellent oppor- 
tunity for junior representative to 
build clientele and increase his earn- 


ing capacity. Salary open. Reply 
giving age, education, exp. and ref- 
erences. 

Box 7208, ADVERTISING AGE 


York 18, N. be 
__ POSITIONS Ww ANTED ce 
SPACE SALESMAN 
Available now; just released from 
war work; proved business-getting 
ability; industriai and trade; 10 
years with one publisher; 37 years; 
married. 
Box 737 
100 EF. 


330 W. 42nd St., New 


ADVERTISING AGE 
HF St., , Chicago py ERS 


| OUTSTANDINGL Y SsSUCC ESSFU L 
ANADIAN SALESMAN 


aaa combined salesman — sales 
manager — promotion — public rela- 
tions job for all Canada. Top 
Canadian man for reputable Amer- 
ican manufacturer. Have success- 
fully sold merchandise, equipment, 
industrial advertising space and in- 
tangibles. Have as well been re- 
porter — editor public speaker. 


Salary, expenses, bonus basis—pres- 
ent earnings ten thousand. In Chi- 
cago now and until July Ist. 
Box 7384, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Chgo. business woman, exp. in n 
chandising and selling adv. 
spend July and Aug. in San Fr 
cisco. Can she save you a trip ws 
Box 7387, ADVERTISING AGI 
100 E. Ohio St., Chicago 11, II) 
ART DIRECTOR 
Desires position with w ell est: 
lished firm in Chgo. or vic.—5 da. \ 
Box 7383, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il) 


VET, 29, with a lot on tomorro,'s 
ball wants job copywriting or As:'t 
Editorial. Coll. Ed., Eng. Maj. 8 yrs 
free-lance fiction writer, many sal.s 
1 yr. Lit. agency work; 1 yr. Army 
Orientation work; 1 yr. editor Ari) 
newspaper; 3 yrs. research latrino- 
grams. Salary $50. 
Box 7390, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y 


Artist-Art Director with proven «x- 
perience on major accounts in Chi 
cago, New York. 3 years with top- 
flight designing studio in New York 
Can put advertising sense and art 


in your roughs and comprehensive 


layouts. 
Box 7385, 
100 E. Ohio St., 


ADVERTISING AGE 
Chicago 11, Il! 


Space Salesman available. Hig))|) 
qualified with 20 years’ experience 
Seeks N. Y. Connection. Clean record 


Box 7386, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 
Artist on Ady ertising Man, age 31 
broad background embracing art 
direction, illustration, design, pro- 


duction supervision, advertising and 
sales promotion planning. Present 
position one of nation’s largest cor- 
porations—product research, design 
and promotion. Desires position in 
N. Y. C. For further details write 
Box 7389, ADVERTISING AGE 
330 Ww. 42nd St., New York 18, N. Y. 


~ MISCELLAN EOU “¥ 
FOR SALE 


Poster ple ant in ‘rapidly 


growing nett gon Minnesota city of 


25,000 fifteen 
ing area towns. 
same management. A real 
opportunity for someone. II! health 
of owner only reason for selling 


population and 
Thirty 


trad 


Box 7373, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 
TRADE PAPER 
WANTED 
Submit details in full. All corre- 
spondence held strictly confidentia). 
L. E. Kordel, Room 1109—188 W 


Randolph St., Chicago % 22 


Cc omplete 
Copy and Production 
House Organs 
Training Booklets 
Direct Mail 
on inexpensive free-lance basis 
HASTEN & MORIARTY 
33 N. LA SALLE, CHICAGO 2, 
PHONE AND. 3048 OR FRA, 7100 


years under 
postwar 


WARD-GRIFFITH CO., NATIONAL REPRESENTATIVES 


@ LAWRENCE, MASS. 


Capital of the worsted textile industry in America. 
124,849 people in Greater Lawrence Market. 


@ EAGLE-TRIBUNE 


Net paid average circulation over 35,000 
95 out of 100 families read the EAGLE-TRIBUNE 
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Weeklies’ War Ads 
Exceed Total Run 
in Daily Papers 


New York, June 7.—Weekly 
newspapers ran more than 44,000,- 
000 inches of war advertising in 
1944, topping the daily newspaper 
total by almost 17,000,000 inches, 
according to a survey made by 
the American Press. 

The advertising, valued at more 
than $17,000,000, was paid for by 
local merchants and the weekly 
publishers themselves, with only 
a small amount accounted for by 
national advertisers and the gov- 
ernment. 

Local sponsors paid for 60.6% 
of the advertising, publishers do- 
nated 32.9% and national adver- 
tisers and the government paid 
for 6.5%. In dollar volume, na- 
tional advertisers contributed ap- | 
proximately $1,000,006; local ad- 
vertisers sponsored ads to the tune | 
of $10,500,000, and the publishers | 
donated $6,000,000 worth of space. | 

Broken down into pages, the | 
weeklies ran a total of 293,000)! 
pages of war theme advertising, 
of which war bonds received the 
greatest play, 144,000 pages. Next | 
came Red Cross and third in vol- | 
ume was recruiting advertising. 


| 


Hoffman to Haire | 


William K. Hoffman, former 
vice-president of Textile Age, has | 
joined Haire Publishing Company, | 
New York, as advertising promo- | 
tion manager of Home Furnish- | 
ings Merchandising. One of the or- | 
ganizers of Textile Age, Mr. | 
Hoffman was previously with Mc- | 
Graw-Hill Publishing Company | 
on the advertising staff of Textile 
World. 


Magazine Production 
Manager Wanted 
The man or woman we need | 


has had at least 5 years ex- 


perience; must know how to 


| 
| 
, 
| 


NEIL L. KINGSLEY 


New Rochelle, N. Y., June 5.— 
Neil L. Kingsley, 61, on the ad- 
vertising staff of the New York 
Sun, and prominent in theatrical 
advertising, died May 31 at his 
home here after a brief illness. 
Mr. Kingsley was an advertising 
salesman for the New York Globe 
for ten years prior to its merger 
with the Sun. 


R. F. R. HUNTSMAN 


Waban, Mass., June 5.—Robert 
F. R. Huntsman, 77, retired ad- 
vertising and publishing execu- 
tive, died here May 31 at the home 
of his daughter. His home was in 
Plainfield, N. J. 

Publisher of the Brooklyn 
Standard Union from 1917 to 1927, 
Mr. Huntsman then founded his 
own advertising agency, R. F. R. 
Huntsman Corporation, New York, 


which he headed until 1937. Prior 
to 1917, he was advertising man- 
ager of the Central New Jersey 
Times and was with the Newark 
Evening News. 


PIERSON A. SKELTON 


New York, June 5.—Pierson A. 
Skelton, 60, senior vice-president 
and director of the National Out- 
door Advertising Bureau, Inc., 
died at his home here May 30, 
after a long illness. Joining the 
bureau in 1925, he was subse- 
quently appointed sales and gen- 
eral manager. He was previously 
associated with D’Arcy Advertis- 
ing Company and Thomas Cusack 
Company. 


JAMES J. ALLARDICE 


New York, June 5.—James J. 
Allardice, 54, circulation and ad- 


| vertising manager of Better Farms, 


Pulaski, N. Y., since 1942, died 
here June 3. He was formerly 
circulation manager of the Brook- 
lyn Eagle, Newark Star-Eagle, and 
Rural New Yorker, successively, 
and previously secretary to the 
editor of the Albany Evening 
News. 


MRS. MARY B. FREY 


Chicago, June 5.—Funeral serv- 
ices were held yesterday for Mrs. 
Mary Burch Frey, wife of Charles 
Daniel Frey, president of the 
Charles Daniel Frey Advertising 
Agency, who died here June 3. 


LT. COMDR. C. G. STEELE 


Chicago, June 5.—Lt. Comdr. 
Charles G. Steele, 35, killed in ac- 
tion, was buried at sea, according 
to word received here yesterday. | 
A native of Rhinelander, Wis., he | 
was a representative of Meredith | 
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Publishing Company, Chicago, be- 
fore entering the service. 

Lt. Comdr. Steele, a veteran of 
six major battles when he last 
visited Chicago in November, was 
aide and flag secretary to Vice-Ad- 
miral Mare A. Mitscher, leader of 
Task Force 58, at the time of his 
death. 


LEWIS STEPHENSON 


New York, June 5.—Funeral 
services were held May 27 for 
Lewis Stephenson, 64, account ex- 
ecutive of McCann-Erickson, Inc., 
for the past 26 years, who died 
of a heart attack May 25 at his 
home in Mt. Vernon, N. Y. 


Carlson to ‘Liberty’ 

E. W. Carlson, formerly with 
Capper Publications, has joined 
the sales staff of Liberty, Chicago. 


get along with people . 
get things done on time. This 
highly 


offers a good future and will 


successful 


pay the right party $5,000 per 
year or better. Please write, 
outlining your experience, edu- 
cation and qualifications and 


an interview will be arranged. 


INDUSTRIAL BULLETIN 
14 East Jackson Blvd., Chicago 4 


AVAILABLE FOR 
ADVERTISING MANAGER OR 
EDITOR 


Former editor of agricultural publi- 
ation—now advertising manager of 
arge manufacturing concern, avail- 
ible for a position with a future— 
Iniversity graduate, 37 years of age. 
Experienced man; able writer, com- 
etent on research and analysis, pub- 
> and industrial relations, advertis- 
g and sales. A-I references. 


Oddress: R. J. Potts, Calkins & Holden 
215 W. Pershing Road 
Kansas City 8, Mo. 


arge Aeronautical Instru- 
‘ent & Accessory Manufac- 
‘uring Company Located 
| Metropolitan Area Requires 


°RINTING & LAYOUT SUPERVISOR 


perienced in layout & printing work. 
le to coordinate art illustrations & 
py for technical trade publications, 
nuals & handbooks. 


Excellent post-war position. 

‘iso Several Technical Writers 
to Assist in Above Work 
Write Box 6149, Advertising Age 
30 W. 42nd St., New York 18, N. Y. 
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emotional! 


Cosmopolitan is the favorite maga- 
zine of sO many young, impulsive 
people. It brims over with great writ- 


0s 


GREAT WRITING 


be can see at a glance that she’s 
She’s so obviously 
young—so alive and impulsive! 
She’s having the time of her life 
meeting the people who live and 
breathe in a Sophie Kerr story. In 
Cosmopolitan—of course! 


She’s still in the story-book world of Sophie Kerr... 


a 


al 


- 


~ 
ce fa 
a ¥ 
oh 


ing. It touches drab days with gaiety. 
It builds “‘stairways to the stars.” 


Atthe moment, her mood’s justright 
to hear again about those wonder- 
ful Clapp’s Foods for her baby—to 
have your advertisements tell her the 
tempting truth about Clapp’s Cereals. 
Incidentally, can’t you picture the 
friends that G. Washington Instant 
Coffee and Duff’s Ginger Bread 


litan 


MAKES GREAT READING 


other great 


...tell your story, American Home Foods, 


while the magic lasts! 


Mix could make just through adver- 
tising in this famous magazine. . 

prologue your campaigns with the 
magic of Sophie Kerr—the genius ct 
Faith Baldwin, Sinclair Lewis and the 


writers in Cosmopolitan. 


Remember, American Home Foods, 
emotion makes wars, emotion makes 
marriages and emotion makes sales! 


*An advertiser in Cosmopolitan since 1937. 


Emotion makes Wars 
Emotion makes Marriages 
Emotion makes Sales 
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Cowling to ‘Parade’ Company, and previously adver- 
tising manager of Automobile 


Charlton H. Cowling, dg, ts 4 Pobre has joined the Detroit ad- 
Detroit manager of Headley-Reed |! vertising staff of Parade. 


There are many more such high 
WTAG Hoopers to show the 
advantages of covering Central 
New England from the INSIDE. 
Watch for them. 


PAUL H. RAYMER CO. National 


Sales Se ee 
LYS 
WTAG.- 
WAT YAXG: ACM WORCESTER —/ 
OWNED AND OPERATED BY THE 5000 Watts 


WORCESTER TELEGRAM-GAZETTE 


'G-E Plans Huge 
Research Plant 


Schenectady, N. Y., June 6.—As 
part of its “large vote of confidence 
in America’s future,” General 
Electric Company has announced 
it soon will begin construction on a 
new $8,000,000 research laboratory 
near its main plant here. 

The project, according to Charles 
E. Wilson, president of General 
Electric, is also a tribute to Amer- 
ican scientists who in four war 
years have developed still-secret 
techniques that would normally 
have taken 20 years. 

Dr. C. G. Suits, vice-president of 
the company and head of its re- 
search laboratory, said that as a 
result of the preparedness lesson 
learned in this war American sci- 
entific research will for many 
\years to come be integrated with 
contingencies of national defense. 
At the same time, he said informa- 
tion regarding many of the new 
discoveries will not be divulged 
“until we feel a tremendous sense 
of world security.” 

The new G-E laboratory will be 
built on a 219-acre area at Nis- 
kayuna, N. Y., five miles east of 
Schenectady. The company hopes 
to start construction in six months, 
subject to WPB approval on ma- 
terials, and to have the plant built 
in a year. The laboratory will 
have 300,000 square feet of floor 
space and will add 50% to the 
company’s present research facili- 
ties. The research staff is to be 
increaséd from its present 540 per- 
sons to about 800. 


Ohio Marketeers Elect 


W. T. Burgess, advertising man- 
ager, Denison Engineering Com- 
pany, has been elected president 
of the Central Ohio Industrial 
Marketeers, Columbus chapter of 
the NIAA. L. H. McReynolds, 
Jeffrey Mfg. Company, was named 
vice-president; William Arter, 
Jaeger Machine Company, secre- 
tary, and N. F. Derr, Bell Sound 
System, treasurer. 
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Current Network Hooperatings 


May 30 Network Evening Program Audiences 
MOST LISTENERS PER SET 


Program Total Sponsor 
1. Blondie 3.08 Colgate-Palmolive-Peet Co 
2. Jack Benny 3.03 American Tobacco Co. 
3. Fannie Brice 2.07 General Foods 


Most Men: 
Most Women: 
Most Children: 


Upton Close, with 1.11 (Lumberman’s Mutual) 
Walter Winchell, with 1.64 (Jergens Co.) 
Lone Ranger, with 1.u4¢ (General Mills) 
MOST SETS IN USE 
Bs Se, 0 i Eas ors. Caer She oii dps ce espe bas 13.0 
Programs: Guy Lombardo (Larus & Bros.) 
Inner Sanctum (Lever Bros.) 
Gabriel Heatter (Zonite Corp.) 
Mystery Theater (Sterling Drug, Inc.) 
BS, BCR, BiG 0 ee a a i 5 00 aa hin St dd citi. «40d eon.. 42.2 
Programs: Victory Parade of Spotlight Bands (Coca-Cola Co.) 
Story Teller (Esquire Magazine) 
Radio Theater (Lever Bros. Co.) 
Information Please (Socony Vacuum Oil Co.) 
Tied for 3rd Place: 
I re a oo 8655 5 FA Kees cee bepeepuascies 40.7 
Programs: Radio Theater (Lever Bros. Co.) 
Gabriel Heatter (R. B. Semler, Inc.) 
Telephone Hour (Bell System) 
po ee re rr ee err 
Programs: Radio Theater (Lever Bros. Co.) 
Telephone Hour (Bell System) 
HIGHEST SPONSOR I! ENTIFICATION 
Radio Theater, 9-10 p.m., Monday with 89.1; Correct Product 89.1 
(Lever Bros.) 


FIRST FIFTEEN EVENING PROGRAMS 


Net- Hooper- 
Program Sponsor Product work ating 
Bob Hope Pepsodent Div., Various Products NBC 27.8 
Lever Bros. Co. 
Fibber McGee and S. C. Johnson 
Molly & Son NBC 25.4 
Radio Theater Lever Bros. Co. Lux Seap & Flakes CBS 22.7 
Mr. District Attorney Bristol-Myers Co. Vitalis and Ipana NBC 21.6 
Walter Winchell Jergens Co. Jergens Lotion Blue 21.2 
Bing Crosby Kraft Cheese Co. Velveeta, Philadel- 
phia Brand Cream 
Cheese NBC 20.6 
Screen Guild Players Lady Esther Ltd. CBS 20.5 


Joan Davis with 
Jack Haley 


j National Dairy Sealtest NBC 
Charlie McCarthy 


Standard Brands Chase & Sanborn and 
Royal Desserts NBC 18.5 


Kay Kyser Colgate-Palmolive- Palmolive Soap, Col- 


Peet Co. gate Tooth Paste NBC 18.4 
Abbott and Costello R. J. Reynolds Co. Camel Cigarets NBC 17.9 
Eddie Cantor Bristol-Myers Co. Trushay and 

Sal Hepatica NBC 15.9 

Jack Benny* American Tobacco Lucky Strike 

Co. Cigarets NBC 15.7 
Hildegarde** B. & W. Tobacco 

Corp. Raleighs NBC 


14.5 
Take It or Leave It Eversharp, Inc. CBS 14.3 
*When second Pacific broadcast is included Hooperating becomes 17.9. 
**Includes computed rating in East. 


She Molecutara Distitlation Process 


Bul— 


DP 


It is a new tool for chemical engineers 


additional information. 


== WHAT CAN IT DO FOR YOU? | 


At the moment, for advertising men, practically nothing. 


The molecular distillation process can distill chemicals of 
high molecular weight, including many so-called “undistill- 
able’’ substances. 

It may be able to salvage useful materials out of what 
is currently total waste. 


not only a 


useful technique in the laboratory but a commercially 
developed process. 

If you see, as we do, some interesting possibilities for 
unique products from the use of this new process, write for 


Distillation Products, Inc. 


755 Ridge Road West, Rochester 13, New York 


Pioneering High Vacaum Research 
+ ate 
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ew Consumer 
nformation Panel 
sed by Canners 


(Continued from Page 1) 
raced by the canner members 
ith the “U. S.” prefix. 

Whether the new type panel is 
de uate to win consumer prefer- 
nec over competitive labels will 
be determined for the group by 
esults of a nationwide study of 
members’ brands, now being made 
mong 3,000 consumers through- 
ut the country (AA, June 4). 
rhe educational service seems 
hestined to play a more important 
art in labeling, although its mem- 
ers now represent only about 5% 
f the fruit and vegetable pack 
rolume. 

The new panel includes descrip- 
ion, grade and information sec- 
ions, with a different color for 
ach grade—dark blue, red and 
reen respectively for Grades A- 
ancy, B-Choice or Extra Stand- 
rd, and C-Standard. The head- 
ngs of “description,” “grade” and 
information” are of the same 
ype size and prominence, while 
he brand and packer’s name are 
eproduced in slightly larger type. 
receding the packer’s name is 
he legend, “Packed under con- 
inuous inspection of U. S. De- 
artment of Agriculture.” 

Recipe uses, when included on 
he new panel, must be in accord 
vith the U. S. standards for each 
rade. As an important part of 
21.6 his section, the panel underscores 
21.2 he point that grades other than 
he one purchased, “while prac- 


. 43.0 


42.2 
0a) 


40.7 


40.7 


89.1. 


DO pe Y- 
ating 
27.8 


cally the same nutritionally, have 
lifferent recipe uses.” 


Copy May Vary 


While licensed members must | 
ollow the copyrighted shield in | 
reneral form, copy detail may be 
elected by the member from rec- 
mmended data supplied by the 
ssociation headquarters office for | 
pach canned fruit and vegetable | 
1.5 [Bn general use, and each of the! 
4.3 hree ranking quality grades. 
Board members at their May | 
neeting were enthusiastic about | 
he new panel and the majority | 
bre expected to adopt it for most | 
f their individual brand labels. | 
‘ommittee members’ responsible | 
or developing the label idea, and | 
vho have already produced it for | 
neir own brands on all their | 
roducts, include F. Webster | 
Browne, in charge of sales and 
dvertising for the four plants of | 
i. C. Baxter & Bro., Brunswick, 
le; Dwight Paulhamus, | sales 
anager for two plants of the 
ri-Valley Packing Association, 
han Francisco; and Dave Wine- 
renner, secretary of the D. E. 
Vinebrenner plant at Hanover, 
Pa. 
According to Polly Gade, direc- 
r of the service, it believes the 
msumer finds a combination of 
oth a certified ranking grade and 
description of characteristic 
lualities and statements of quan- 
lies most helpful in buying 
anned foods, and that additional 
niformation as to use and prepara- 
on or eare is also desirable. This 
elief may be substantiated by re- 
lts of the survey now being 
mace. First replies indicate that 
elerence will be given to the 
panel, but the full report 
hill not be compiled until this fall, | 
‘te all returns are in. | 


cDonald Joins Tyson 
Jemes T. McDonald, previously 
| Ruthrauff & Ryan and Charles 
ais Reach Company, has joined 
1€ copy department of O. S. 
ys'n & Co., New York. 


orinted «D 


selling ma 


Crosley Seeks 10% 
of Refrigerator, 
Radio Volume 


(Continued from Page 1) 
time sales level, ADVERTISING AGE 
was told, Crosley has increased its 
advertising expenditure in maga- 
zines and trade publications and 
in new sales promotional material 
by more than 50% in 1945. Roy 
S. Durstine, Inc., is the agency. 

Mr. Cosgrove emphasized that 
“we will be in a buyer’s market 
again sooner than most of us 
realize. Latest reports indicate 
that about 110 firms are going into 
radio receiver production. A good 
many of them, of course, will be 
shaken out.” 

Crosley plans to start first ad- 
vertising of a new line of kitchen 


cabinets in August issues of maga- 
zines. 


Set Ownership Shown 


A recent survey 
Howard newspapers in 13 cities 
showed that Crosley radio sets 
were owned by 4.7% of the fami- 
lies surveyed, as compared to 25% 
for Philco, 12.5% RCA Victor, 9% 
Zenith, 5.2% Silvertone, and sev- 


by Scripps- 


eral makes with smaller per- 
centages than Crosley. 
In makes of mechanical re- 


frigerators now owned by fami- 
lies in these cities, Crosley ranked 
eighth with 3.2%—being exceeded 
by Frigidaire 21.8%; General Elec- 
tric 17.5%; Electrolux 10%; Wes- 
tinghouse 9.5%; Coldspot (Sears, 
Roebuck) 8.2%; Norge 7.5%, and 
Kelvinator 7.3%. 

The Scripps-Howard survey 
covered families in Birmingham, 
Cincinnati, Cleveland, Columbus, 


Denver, El Paso, Evansville, Hous- 
ton, Indianapolis, Knoxville, Mem- 
phis, Pittsburgh and San Fran- 
cisco. Several cities in which this 
group has newspapers, including 
New York and Washington, were 
not included. 


Names Michel-Cather 


Crocker-Wheeler division of 
Joshua Hendy Iron Works, Sunny- 
vale, Cal., has appointed Michel- 
Cather, Inc., New York. Business 
paper and direct mail advertising 
will feature the company’s new 
protected-type motor. 


Sylvia Brown Joins Bach 

Sylvia Brown, formerly of the 
retail sales division of Montgom- 
ery Ward & Co., has joined Henry 
Bach Associates, New York, as a 
copywriter. 


“Consarn it! We dasn’t shoot 
now—WFDF Flint says it’s agin 
International Law!” 


a continuing series of ob- 
servations from the office 
of the Business Manager... 


No. 


There are now 1731 more manufacturing plants in New York City than there were 
twenty-five months ago!...and this in spite of war conditions. Reasons for locating 
here are: availability of labor, low rentals, nearness to most customers and rapid 
accessibility to the whole country through superior transportation facilities. More 
factories will come to New York, after the war. 


A recent review of the records showed that 88 out of America’s 100 leading 


partic 


sa I tags aa ei 


additional space.” 


manufacturers have advertised in The Times during the war period. 


A new and pleasant experience recently came to a seasoned national advertiser when 
Jos. H. Meyer Bros. featured Richelieu Pearls in a full color-page 
in The Times Magazine. They wrote us: ‘We have been national 
advertisers for 42 years, but our advertisement in The Times 
Magazine brought us a new experience—case-loads of unsolicited 
letters from every state in the nation. We have concluded that The 
Times exceeds every other national publication in its power to 
attract consumers’ attention. Obviously, we are anxious for 


Over 100,000 more people are buying the weekday New York Times today 
than a year ago. Why? Because they demand complete news. In the first four 
months this year, The Times published 3,663 more columns of news than 
any other newspaper. 


Two Times women received prizes for outstanding work 
during 1944, at the Ninth Annual Award ceremony of the 
New York Newspaper Women’s Club. Mrs. Anne O’Hare 
McCormick, editorial writer and a Pulitzer Prize winner, 
received honors for the best in foreign correspondence; and 


& 
Miss Virginia Pope, fashion editor, recipient of a 1939 oi} 


prize, for the best articles of interest to women. 


7. Small space in the weekday Times proves its value over and over 
again. John Constantine of New York uses 42-line advertisements 
once a week exclusively in The Times for men’s suits made to order. 
He tells us: ‘These small advertisements are bringing me visitors 
from Washington, Pittsburgh, Chicago, and even Mexico City, 
who become my steady customers.” 


& 


WY 
Laps 
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The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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Court Overrules 
Post Office Plea 
in ‘Esquire’ Case 


(Continued from Page 1) 
taining that kind of contribution is 
by giving competitive opportunity 
to men of different tastes and dif- 
ferent ideas, not by compelling 
conformity to the taste and ideas 
of any government official,’ he 
commented. 

The Esquire case went to the 
courts early in 1944, after Mr. 
Walker had overruled his own 
hearing panel in the Post Office 


Department, to deny Esquire use} 


of second class rates because it 
operates “in the obscure and 
treacherous borderland zone where 
the average person hesitates to 
find them technically obscene, but 
may see ample proof that they are 
morally improper and not for the 
public welfare and public good.” 


Others Support ‘Esquire’ 


Mr. Walker successfully argued 
in the federal district court here 
last winter that Congress intended 
that only publications which oper- 
ate in the public interest, as de- 
termined by the Postmaster Gen- 
eral, could have the lower mail 
rate. Today’s decision upsetting 
the department and the lower 
court, came on Esquire’s appeal, 
and upon the pleas of the ANPA, 
Curtis Publishing Company, Amer- 


ions because she’s one 


and posters. 


Mass Coverage X C 


630 Fifth Avenue, 


Mrs. Buyalot keeps right up with foods and fash- 
riding New York subways in a typical month... 


averaging 15 trips per. That’s plenty of trips to 
see and read those sales- 


Formula for Selling New Yorkers 


Frequency...the unique combination in 
Subway Advertising. 


New York Subways Advertising Co., Inc. 


of 1,066,000 housewives 


compelling subway cards 


olor Impact X High 


New York 20, N. Y. 


a 


410 N. Michigan Avenue, Chicago 11, Ill. 


ican Civil Liberties Union, 
Author’s League of America and 
Reader’s Digest Association, which 
appeared as “friends of the court.” 

“What the government appears 
to assert,” Justice Arnold ex- 
plained, “is that the power to 
charge Esquire an additional $500,- 
000 a year for use of the mail, 
unless it conforms to the Postmas- 
ter General’s notions of the public 
good, is not a power to censor be- 
cause the magazine may be mailed 
at a higher rate. 

“The key to an understanding of 
this extraordinary contention is 
found in the Postmaster General’s 
reference to second class mailing 
rates as unique privileges. . . The 
Navy E is an award for excep- 
tional merit. The second class 
mailing rate is conceived by the 
Post Office Department to be an 
award for resisting the temptation 
to publish material which offends 
persons of refinement.” 

Sharply stung by Justice Ar- 
nold’s decision, Mr. Walker 
promptly proceeded tonight to 
make good on his earlier threat to 
refer the entire matter to Con- 
gress, insisting that the decision 
presents to the Postmaster Gen- 
eral an impossible task in ad- 
ministering the second class rate. 


Walker Restates Position 


In letters to the chairmen of the 
House and Senate post office com- 
mittees, Mr. Walker repeated his 
belief that “it was the manifest in- 
tent of Congress in enacting the 
second class mail statutes to re- 
quire from a publication something 
more than mere abstinence from 
criminal obscenity. 

“Today’s decision holds that 
periodical publications which in a 
generally uniform and systematic 
manner — through their dominant 
features—publish by pictures, car- 
toon or text, matter bordering on 
obscenity, are not to be denied the 
second class privilege. 

“The decision forbids the Post- 
master General to consider the 
contribution a publication makes 
to the public good or. welfare in 
the granting or revoking of these 
permits, although it says ‘no doubt 


such a duty exists.’ Holders of sec- 
ond class mailing permits, through 
preferential postal rates, received 
from other mail users subsidies of 
approximately $108,000,000 in the 
fiscal year 1944. 

“The court having decided that 
the Postmaster General cannot and 
should not revoke or deny second 
class mailing privileges to publica- 
tions such as this, it is now for the 
Congress to decide what legislative 
action, if any, should be taken.” 

The Department of Justice, never 
happy about the case, had appar- 
ently washed its hands of the mat- 
ter, and with the retirement of Mr. 
Walker July 1, its future prosecu- 
tion in Congress remains in doubt, 
despite the statement of Senator 
Kenneth McKellar, chairman of 
the Senate post office committee, 
that “the Post Office or some tri- 
bunal should have the right to pass 
on the art work in magazines and 
other publications.” 


McKellar Commends Walker 
Senator McKellar, who said he 


attempting to pass on the case, 
felt “the trend is for magazines 
and newspapers to go too far in 
the publication of lewd pictures. 
I think Mr. Walker is to be com- 
mended for raising the issue under 
any circumstances,” he said. 
Justice Arnold displayed a dif- 
ferent sentiment, expressing a 
hope “that this is the last time 
that a government agency will at- 
| tempt to compel the acceptance of 
its literary or moral standards” 
and suggesting that “the volumi- 


nous record may serve as a useful 
/reminder of the kind of mental 
'confusion which always accom- 
| panies such censorship.” 

| According to the court, at least 
\three important and highly debat- 
able issues arise as result of such 
censorship: “The age-old question 
‘when a scantily clad lady is art 
/and when she is highly improper; 
| what kind of literature furthers 
public welfare and is the dividing 
line between refined humor and 
low comedy,” and “how far will 
this reform of periodical literature 
go if the Postmaster General is 
given a free hand?” 


seldom sees Esquire and was not | 
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TAKES OVER—A. Stanley Christie. 
National Business Publications lid. 
Gardenvale, Que., left, newly-elected 
president, Periodical Press Association, 
turns over the presidency of the Busi- 
ness Newspapers Association of Can. 
ada to H. L. Southall, MacLean-Hunte, 
Publishing Co., Toronto, at the annual 
meeting of the federation of magazine 
and periodical associations of Canada 
in Toronto. 


Pointing out that in the Esquire 
case many more witnesses testi- 
fied against the Postmaster Gen- 
eral’s finding than for it, the court 
conceded that for “practical rea- 
sons” it is impossible to review 
such findings on their merits. 

“Opinions on such matters dif- 
fer so widely,” the court ob- 
served, that “we have no doubt 
that thousands of reputable ex- 
perts on the public good coulk 
have been obtained by each side 
in this case.” Adding that it kney 
of no way to evaluate “the com- 
parative expert qualifications of 
persons who hold opinions on 
what the public should read,” th 
court concluded that “once we ad- 
mit the power claimed here we 
see no room for effective judicial 
review of its exercise.” 

“And so in practical effect,” the 
decision warned, “it amounts t 
a power in the Postmaster Gen- 
eral to impose standards of any 


reputable minority group on the 


whole nation.” 

The court expressed fear the 
power claimed here would be used 
“by sincere and conscientious of- 


“THIS IS THE MISSUS”.. 


REPRESENTED 


THE 


BY RADIO SALES, 


a 


to the 


SPOT BROADCASTING 


ON’T let the frills and furbelows 
fool you. Under that extravagant 
exterior breathes 220 pounds of mascu- 
line mirth named Bob DeHaven. He’s 
the ebullient emcee of WCCO’s daily 
housewives’ party, This is the Missus. 
Our Mr. DeHaven looks very much 
like WCCO sounds—big, friendly, help- 
ful and entertaining. He has a variety 
of personable talents that put people 
completely at ease and in harmony with 
his laughable high-jinks. With a gre- 
garious guy like DeHaven as host, any- 
one can see why housewives’ clubs vie 
for visits from This is the Missus. 
Every weekday Bob and his pro- 
duction crew 
unit and head for some hospitable home 
or clubroom. 
he bounds up the front walk to 
the frolicsome finish of his 15- 


minute program, the DeHaven 


“Good Neighbor 


DIVISION OF C 


pile into the WCCO mobile 


From the moment 


Northwest’’ 


BS 


west homes can easily be share 


have to do is call us or Radio Sales 


HONEST! 


humor is at full-throttle. Matronly dig- 
nity is forgotten as housewives submit 
to his practical jokes and trade fast 
quips with their favorite emcee. Inhibi- 
tions and mike-fright melt into care- 
free hilarity. The listener—whether 
she’s on the air or tuned in at home—has 
fun with Bob DeHaven. 

This quarter-hour of entertainmen! 
and unrehearsed surprises is tra 
scribed and presented Monday-throwgh- 
Friday at 4 P.M. The warm reception” 
Bob DeHaven and This is the M:ssus 
enjoy on their genial junkets to North 


by 


some sales-ambitious sponsor. 
It might even be you—and all ) 0d 


Advert 
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ficials to bind modern periodical 
literature to the standards of a 
former generation.” 

‘We intend no criticism of 
counsel for the Post Office,” Jus- 
tice Arnold summarized. “They 
were faced with an impossible 
task. They undertook it with 
sineerity.” 

The ruling ended with the ring- 
ing statement: “We believe that 
the Post Office officials should ex 
perience a feeling of relief if they 
are limited to the more prosaic 
function of seeing to it that ‘Nei- 
ther snow nor rain nor heat nor 
gloom of night stays these cour- 
iers from the swift completion of 
their appointed rounds.’ ” 


Shook Heads NPA 


as Lucas Retires 

Donald G. Shook will become 
executive vice-president of Na- 
tional Publishers Association, 
New York, when George C. Lucas 
retires on Sept. 30, after 23 years 


Donald G. Shook 


George C. Lucas 


as executive head of this group. 
Mr. Shook has been executive sec- 
retary of NPA since May 1. 

For several years Mr. Shook has | 
held positions in Washington con- | 
cerned with the wartime pulpwood 
and paper conservation programs. | 
He was active in the organization | 
if the Periodical Publishers Na- | 
tional Committee by WPB and 
NPA, and has been consultant to 
the magazine section, assistant to | 
the director of the forest products | 
bureau, and executive secretary of | 


the printing and publishing di- 
vision, all of WPB. 
Mr. Lucas has been executive | 
head of NPA for nearly all of its 
26 years. During his period in| 
this office, first as executive secre- 
tary and for the last four years as 
executive vice - president, NPA’s | 
membership has expanded from | 
about 125 to more than 300 maga- 
zines, farm publications, business 
papers and religious papers. 


McKesson Appoints 


Sales Executives 

Charles T. Lipscomb Jr., vice- 
president in charge of the indus- 
trial 
Kesson & Robbins, Inc., Bridge- 
port, has been named to the new 
post of assistant general sales 
manager. F. Dean Hildebrandt, 


chemicals division of Mc-| 


Advertises for Labor 


Hercules Powder Company, Wil- 
mington, Del., has appointed 
Houck & Co., Roanoke, Va., to 
handle advertising in Virginia and 
adjacent southern states, to enlist 
labor for the company’s Radford 
and Dublin, Va., plants. News- 
papers, outdoor, screen and radio 
are being used to attract workers 
to Hercules’ greatly-expanded 
powder-making plants. 


Three Join Dubin 


Will Tagress, recently dis- 
charged from the Army because of 
injuries, has joined the staff of 
the Julius C. Dubin agency, Pitts- 
burgh, as director of publicity. 
Dora Weiss has been named pro- 
duction manager, and Shirley 
Brown, radio director. 


Robinson Heads G-E. 


Lamp Advertising 

W. H. Robinson Jr., who has 
been with General Electric Com- 
pany since 1925, and since May, 
1944, sales man- 
ager of electric 
discharge lamps 
for G-E, has 
been appointed 
manager of the 
advertising di- 
vision of the 
lamp depart- 
ment with 
headquarters at 
Nela Park, 
Cleveland. He 
will succeed the 
late H. Free- 
man Barnes. 4 


& 
W. H. Robinson 


In 1942 Mr. Robinson directed 


the lamp department’s program of 
conversion from lamp making to 
electronic tube production for 
radar and other military needs. 


He has worked closely with the | 


advertising and sales divisions in 
the formulation of wartime light- 
ing programs, particularly in the 
of G-E flourescent lamps. 


use 
Sullivan Rejoins Y&R 

Col. Walter Sullivan, account 
executive in the contact depart- 
ment of Young & Rubicam, New 
York, from 1936 to 1941, when he 
resigned to enter the Army, is 
rejoining the agency as a vice- 
president and director of person- 
nel, the latter a newly-formed 
post in which he will supervise 
all the agency’s personnel. Col. 
Sullivan has recently been execu- 
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|}tive officer of the Pennsylvania 
State Selective Service Headquar- 
| ters, Harrisburg. 


Lupton Appointed 


H. M. Lupton Jr., formerly ac- 
tive in New York agencies, and 
president of Lupton, Reed & Co., 
advertising counsel, has been ap- 
pointed advertising manager of 
the Electric Power Board of Chat- 
tanooga. 


Spencer Promoted 


Dean Spencer, since 1942 in 
charge of Norge division service 
operations in New York and Chi- 
cago for the Borg-Warner Corpo- 
ration, has been appointed south- 
east regional manager for Norge, 


at Atlanta. 


formerly a partner in Hildebrandt | 
& Co., Chicago, has been appointed | 
a vice-president and head of the 
division, succeeding Mr. Lipscomb. | 

Walter R. Heyer, in charge of | 
New York operations for the in-| 
lustrial chemicals division, was | 
named an assistant vice-president | 
and sales manager for this depart- | 
ment. 


Eureka Elects Matheson 
Villliam A. Matheson, former | 
president of Williams Oil-O-Matic | 
Heating Corporation, Blooming- 
to! Ill., recently acquired by 
Eureka Vacuum Cleaner Company, 
Deiroit, has been named a vice- 
ident of Eureka and will serve 
nanager in charge of the Wil- 
division. He will be re- 
sible for postwar sales of oil 
uner units and air conditioning 
fqipment at the Bloomington 
Di t 
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ves to Raymer 

R. Tennerstedt, for the past 
years an account executive of 
national spot sales staff of 
, Chicago, is resigning June 
) join the Chicago sales staff 
-aul H. Raymer Company, 
) representative. 


am Young Named 

e Intermountain Network 
fo sisting of six stations in Utah, 
0 and Wyoming, and oper- 
¢\\\g separately as well as part 
° MBS, has named Adam J. 
toing Jr., Inc., as national sales 
esentative. 
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CE 
See Brighter 
Paper Prospects 
in 3rd Quarter 


Washington, June 7.—Magazine, 
book and commercial printing in- 
dustry advisory committees meet- 
ing with WPB here this week 
heard encouraging reports about 
third quarter paper prospects, but 
members were warned against ex- 
pecting immediate relaxation of 
consumption quotas. 

Improvement in the situation 
will result from impending cut- 
backs in the Army’s nitration pro- 
gram, releasing sizable quantities 
of sulphite pulp, used for the pro- 
duction of book paper, the commit- 
tees were told. 


Forecast Now Impossible 


On the other hand, the groups 
were advised that a lack of infor- 
mation about Swedish pulp or pa- 
per supplies makes it impossible at 
this time to forecast important 
changes in the paper situation. 

The increased sulphite pulp 
would permit restoration of book 


paper production to the levels of 
the first quarter of 1945, it was 
predicted. This increased produc- 
tion would make it possible to re- 
move delivery restrictions issued 
during the second quarter when 
the present consumption quotas 
were maintained only because 
large publishers curtailed their 
purchases, and drew on inventory. 

After hearing WPB’s statement, 
the magazine industry recom- 
mended that the second quarter 
delivery restriction be lifted as of 
July 1, and that WPB gear itself 
to relax consumption quota restric- 
tions whenever more paper be- 
comes available. 


May Lighten Restrictions 


The committee recommenda- 
tions, it was pointed out, would 
clear the way for relaxation of 
paper restrictions any time during 
the remainder of the year if 
Swedish or other shipments 
come through. While some com- 
mittee members left with a feel- 
ing that relaxation would be pos- 
sible later in the third quarter, 
others were less optimistic. 

Several members said that WPB 
officials apparently had no definite 


information on Swedish pulp or 
paper prospects. They indicated 
that both the committee and the 
WPB believed the paper crisis was 
definitely over the hump, and that 
improvement could come at any 
time, but they said there were still 
too many unknowns to anticipate 
when more paper will be avail- 
able. 

Despite the improved supply of 
sulphite pulp, used for printing 
papers, WPB officials continued to 
struggle with a shortage of kraft 
papers, used for packaging. With 
pulp production falling below last 
year, a feeling developed that the 
shortage of kraft paper might slow 
up the marketing of new consumer 
goods. 


Scott Paper Acquires 
Cut-Rite and San Fay 


Scott Paper Company, Chester, 
Pa., has acquired all assets of 
Automatic Paper Machinery Com- 
pany, maker of Cut-Rite wax 
paper and San Fay facial-type 
toilet tissue, the acquisition to in- 
clude all papermaking equipment 
at Milford, N. J., and converting 
facilities at Hoboken, N. J., and 


needs American oil equipment and services! New produc- 
tion, new refineries, increased storage facilities, and a sweep- 


ing modernization program offer a ready market for all types 
& pros y ) 


of oil equipment and services. 


If YOU have a service or equipment to sell to the Mexican 
petroleum industry, tell your sales story in WORLD 
PETROLEUM because WORLD PETROLEUM reaches all 


the important men in the Mexican petroleum industry. 


WORLD PETROLEUM. 


Vi EXICO'’S petroleum industry is expanding NOW — and 


Over 70% of WORLD PETROLEUM’S 


subscriptions are read at home... 


WORLD PETROLEUM is ¢he manage- 
ment magazine of the petroleum 
industry. Read thoroughly and con- 
stantly referred to by men in authority, 
WORLD PETROLEUM gives you assured 


readership. 


2 WEST 45th ST., NEW YORK 19, N. Y. 


READ BY OIL EXECUTIVES EVERYWHERE 


UNDER THE 
MANAGEMENT OF 


Sandusky, O. R. B. Davis Sales 
Company, Hoboken, will continue 
to handle sales of the two paper 
products until Aug. 1 when Scott 
will take over complete distribu- 
tion. 

R. H. Rausch, president of Auto- 
matic, becomes vice-president of 
Scott and a member of the board 
of directors, and will continue to 
direct operations of the Cut-Rite 
business as a division of Scott. 


Form Dairy Group 


Atlantic Dairy Association, Inc., 
has been formed by dairy farmers 
in Maryland, Virginia, southern 
New Jersey, Pennsylvania and 
the District of Columbia, to launch 
an advertising and merchandising 
program designed to prevent a 
postwar dairy slump by maintain- 
ing milk consumption at wartime 
levels. 


Cheadle to Fogarty 

Charles R. Cheadle, formerly 
with the Chicago Tribune, has 
joined C. C. Fogarty Company, 
Chicago, to establish a public re- 
lations department and act as pub- 
lic relations counsel. 
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Eastern Admen Elect 


Douglas C. Miner, advertising 
manager, E. F. Houghton & C5, 
and Walter A. Fox, president, F >x 
& McKenzie, Inc., have be«n 
elected) president and treasur:r, 
respectively, of the Philadelp} ia 
chapter of the Eastern Industr a] 
Advertisers Association. Harry ‘Jj, 
Smith Jr., Selas Corporation of 
America, was elected vice-pre §i- 
dent, and Frederick E. Schmitt, 
Hercules Powder Company, Wil- 
mington, Del., secretary. 

Directors elected for two-year 
terms were James M. Plummer, 
Leeds & Northrup Company; Harry 
M. Ellsworth, Lawrence T. Ever- 
ling Advertising Agency; Graham 
Rohrer, Baldwin-Hill Company, 
and John W. Reinhardt, Proctor 
& Schwartz, Inc. 


Rejoins U. S. Plywood 

Lt. Edward J. Maroney, on leave 
of absence from United States 
Plywood Corporation, New York, 
with the bureau of aeronautics, 
U. S. Navy, has rejoined the com- 
pany as sales manager. He was 
formerly manager of Philadelphia 
operations. 
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Adman Sam |aged to convince the Army doctor! Ammen Uses Cooper Form Broadcasting Firm | Ups Classified Rates 

. pson ‘that he could see well enough to ‘ : gee ; ; 4 
1g én - ‘be a real soldier, and after basic to Promote Powder | Albany Broadcasting Company,|; The St. Louis Post-Dispatch has 
Co., (zives Life to ‘training he was sent to Army in- Chas. Ammen Company, Alex- | Inc., has been formed to operate increased its classified advertis- 
F x  teltiaene school andria, La., is launching a news- |® radio and television station in|ing rates, effective July 1, because 
Pen ‘ , ad ‘ : _|Albany, N. Y. An application for|of increasing production costs. 

. c t ¢ Ys ° e 

rer, /idopted Land | Sent to Britain vest pee at ean: a license will be filed with the There has been no general increase 
a al Chicago, June 7.—In the spring) He was one out of 20 in his|tions feature testimonials from|FCC. ic h _, |in’ these rates since June, 1937. 
yf. 0. 1934, Alfred H. Sampson, 21-|intelligence class chosen to take |Gary Cooper and are scheduled to) ge s of the company in-|In most cases, rates shown on the 
a vear-old German youth, stepped | psychological warfare training, and | run in the Brooklyn Eagle, Chicago | Clude: President, Lt. (jg) Wilson |new card are up two or three cents 


the boat in New York. He/one out of seven in this latter| Tribune, New York Daily News, | Sullivan, former city editor of the | per line. 


Hitler was wrong. But he was|Holl, learned that Alfred had been 


willing to, see for himself. | Killed in dine ot nity, near Jena,|Purex Expands Program Dorothy Ann Kemble, director! WCOP, Boston, which joins the 

ticigmn faded rv a sateaeh 2 Uncle Glove hn 4 his obituary: Purex Corporation Ltd., South of continuity acceptance, literary American Broadcasting Company 
~ a burning devotion to American} “I was born an American, You Gate, Cal., maker of Purex bleach, |rights and script routing for the|June 15, is placing a large adver- 
eave sane and aspirations that can|were born an American. We take has extended to the entire Mutual-| Blue Network since February,!tising, promotion and _ publicity 
tates pa perhaps, only to one whose |our Americanism for granted But Don Lee Pacific Coast network | 1942, and prior to that with NBC} campaign telling both listeners 
fork, background 2 aeraee | a comparison. | Alfred learned his Americanism, | ‘tS “Purex Sunday Night Sum-|and Macfadden Publications, New| and advertisers of its new affilia- 
atics, To ile Amnasickn tienie is jeeion He learned it with a devotion - mary” program, with Rex Miller) York, is joining MBS as'director}tion. Trade publications, Boston- 
>om- dom of American was A familiar |fervor, a love that few’ of us can as news analyst. Foote Cone &jof the newly created continuity | area newspapers and special pro- 
was 2 ; Belding, Los Angeles, handles the | acceptance department, effective | grams from WCOP and the Blue 


“or \.as met by his aunt and her hus-|class to be flown to England for|Sun and World-Telegram and | 4’beny, ig te el be ot gg ene 
wij. @ band, H. E. (Steve) Hilty, sales prisoner interrogation while the| Philadelphia Inquirer. | Dene Make atepatric ‘7 pw of Joins Cocktield, Brown 

“ @ y anager of Factory, who had ar- | others went by boat. The advertisements are sched- | Aa a th F nga ; ae oe | ’ ' 
— 7 nged his passage and with whom| When D-Day came he moved|uled to appear several times ain saeco Adv cana aaa ay antl J. E. McDougall, formerly di- 
‘nor  b2.made his home. onto the continent, his special as- | week throughout the summer and | *©% ra ai ote aa gency and|rector of radio for J. Walter 
- Alfred was a fine youth, but|signment that of screening out/will run to 70 lines. Supplemen- | fer A At Stee . a major | Thompson | Company Ltd., Mon- 
ver. jy green and callow, with the marks non-Nazis for civil government. | tary trade and consumer adver- | Clay Mi _ ae ae : oh a 'treal, has joined Cockfield, Brown 
ho, of Nazism already on him. He| Last week his wife, his mother | tising will appear in Drug Topics | ~ of Biore "Aihs deyers Depart-/|& Co., Montreal. 
any wasn’t oe he we —_— —_ gee hong rem Meg a A apse & Presbrey, New | '™€" —s = 

“y> conse; he wasn’t at all sure that|Steve and his former boss, Julius | York, is the agency. SET aE 
ahaa Dorothy Kemble to MBS |WCOP Tells Change 


and unexciting, ever-pres hing; | comprehend.” k 
iphia = ‘Aten tk tone ms cease” ts — account. June 18. will announce the change. 
achievement and a goal. MBS Program Policies 
— Becomes Adman Mutual Broadcasting System is 


Extraordinarily proficient in|sending advertisers a  35-page 
languages and creative talents, Al- |booklet defining its policies on 
fred became an advertising man, , age omg 0 oo ak toe ae 
and in 1935 moved to Chicago to |@ure. e bookiet is diviaed into 
take a post in the Link-Belt ad-|four sections under the headings | GENTLEMEN THIS 
vertising department under Julius |oOf program standards for all pro- 3 
Holl, moving up with swift, sure | 8Tams, ne ose of prt ter for & 
strides until he dircted advertis- |Sponsored programs, standards for 
ing of Link-Belt’s Speeder divi-|commercial copy and special pro- CONFERENCE HAS LASTED 
sion. He prospered, and married. |gtam classifications. In an accom- | 

And then came war—war with|Panying letter, Robert Swezey, | 


ce a ag egg cpg mein pene ws my 6 AN. HOUR TOO LONG! 


homeland, knew what 

wanted to do, but his eyesight |in general to industry practice. 

was bad, and friends counseled ceccteatlnialliaibene 

him to wait his turn. But one . . 

day his Uncle Steve, wearer of a Wier Joins Osborn 

Purple Heart from World War I, Robert Wier Jr., formerly sales 

visited him in Chicago, and Al-|/manager of Western Cartridge | 

fred said: “Uncle Steve, I want|Company, New Haven, Conn., has | 

to get in this.” joined Osborn Mfg. Company, | 
In January, 1943, Alfred finally |Cleveland, maker of power brushes | 

got in, assigned to limited service|and equipment, as general sales | 

at Camp McCoy. Soon he man-|manager of the brush division. 
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To help keep meetings on the beam 
TODAY, with the many extra demands on executive 
time, it is more important than ever to keep your 
business meetings as brief and direct and efficient 
as possible. 
Hammermill’s management-idea book, “How to 
Harness a Conference,” shows you how to plan 
meetings, decide exactly who is to cover what, ; 
eliminate pointless oratory, buck-passing and alibis. | 
Post-war projects definitely planned for Nashville include : -_ 
— $2,000,000 municipal auditorium; $2,400,000 addition to pub- More important, at tells a how to follow baste 
lice water system; $2,500,000 electric service expansion; decisions with action — by putting it in writing. 
$10,000,000 Stewart’s Ferry dam and power project; new Send for this compact, practical book which thou- 
federal-aid airfields and expansion of municipal airport; sands of business men have found so helpful. Just 
$8,000,000 of improvements in business district; new build- mail the coupon. No salesman will call 
ings for colleges and universities, hospitals and churches; _ P 
new bus terminal; four new theaters; state World War II sen > Use paper carefully these war days. It is still a critical 
memorial building; new federal building; and development war material. Choose dependable Hammermill Bond for 
of major thoroughfares. This post-war market will be cov- your office printing. Made for business use, it has been the BUY WAR BONDS 
ered, as now, by Nashville’s two great newspapers. standard business paper for 45 years. AND KEEP THEM 
? 
Nashville City Zone Population...............- 957.726 | LOOK FOR THE WATERMARK --~ IT IS HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 
Nashville Market Population................... 920,843 | Semmcrnlll Poser Compuay 
— , _ a | ‘ MIMIERIMI 1459 East Lake Road, Erie, Pa. * 
+ ' s Ps he * ' 3 % 
\aeny } Cpe Please send me —free—a copy of | 23k 
| \ashville Banner Ihe Nashville Tennessean BI | Please send me—free—a copy of | => 
— "EVENING MORNING SUNDAY , ference.” | 


NEWSPAPER PRINTING CORPORATION. ACENT ce . c ic f if includ ; 
Represented by The Branham Company | j - pa Name. Position 
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Two ALTARS 


O history of the past five years will ever be 

written. Volume after volume of it will be pub- 

lished, the facts will be accurate enough — 

names, dates, places, events, — and their causes 

will sound plausible. But history is not found 
in State papers. It has already been written, so far as it ever 
can be, in the newspapers. Whoever has read carefully from 
day to day these humble journalistic chronicles printed on 
wood pulp understands far better the ordeal through which 
our world has been living than will ever scholar decades hence 
who ploughs through the learned tomes which will be pub- 
lished by university presses. For history, the true history of 
an epoch, is in the emotional impact of events upon the imagi- 
nations of men —not alone what happend, but how people 
felt about what happened. 


The difference is, those who read in days to come will know 
how the story turned out. We did not. Nor do we in full even 
yet. There are periods in history like the century of the 
Roman Civil Wars when people lived their*whole lives in an 
agony of suspense. Another such was that of the Punic Wars. 
The poet Lucretius, writing a century later in his De Rerum 
Natura, speaks of the Carthaginian invasion of Italy as a time 
so horrible that it argues for the total extinction of human 
consciousness at death as a blessed release from being,— so 
vivid was the memory of those horrors a century and a half 
later. To us, Hannibal’s invasion of Italy sounds like some- 
thing on an excessively small scale, pallid, comparatively 
tame. This difference between history and reality is still easier 
to grasp when seen in biography. Why should a composer of 
music have been in such agony to find himself going deaf at 
the age of thirty-two? Did not his very deafness intensify his 
creative faculty? Yes. We know that, but he did not. The 
anguish of incertitude is the reality. 


Courage is the first of the virtues. The ordeal of this gen- 
eration is not over. No one knows what the end of this story 
will be; indeed, no one now living can ever know, for those re- 
moter consequences which are the inner reality of the im- 
mense forces that are now sweeping over the world will not 
reveal themselves fully in less than a hundred years, or more. 
But one thing we now do know: our world once again has a 
future. 


“It has been a damned serious business — the nearest run 
thing you ever saw in your life,” said the Duke of Wellington 
to little Mr. Creevey, the first civilian to speak with him after 
the battle of Waterloo. “By God! I don’t think it would have 
been done if I had not been there.” Our future, it is true, 


Prolonged anxiety lowers the temperature. We were de- 
nied the expectations of normal existence. Were boys to go on 
being born into this world only to be snatched for military 
service at eighteen and to die fighting at twenty? Then what 
became of the professions, of education, of the family? Or 
was this any soil in which religion could flourish. Were the 
arts to be extinguished and the sciences prostituted to this 
monstrous system? Was the creative faculty, man’s noblest, 
to be used only for destruction? Normally, the larger the 
world we live in the harder it is to smash. If my world is 
bounded by the four walls of home, a domestic discord can jar 
it. But in the past four years, the larger one’s world the more 
deadly its danger was seen to be. Those who knew least, hoped 
most; those who knew most steeled themselves against the 
worst. Such were some of the unspoken apprehensions which 
haunted our minds between 1940 and 1944, darkening the 
unclouded sunshine at noon, and weighing on the spirit like a 
palsy. Such were some of the possibilities which people now 
living have been obliged to face for years, and, in some quar- 
ters — Asia and the Pacific, and that vipers’ nest of social 
problems with which victory has confronted us in Europe — 
we are obliged to face still. 


‘“‘Now it can be told?” It cannot be told at all. It can only 
be felt, and felt by the people who experienced the emotions 
from day to day, from hour to hour. And yet, war in Asia 
though there still is, bitter though it is to be sending our vic- 
torious Armies in Europe out to fight an Asiatic war, grim 
though the social consequences of this may be in their impact 
on our domestic life when these battle-worn boys finally come 
home to us, one great difference does exist between this year 
and last. Last year we hoped and intended that our world 
re and would have a future. But now we know that we 

ave one. 


It remains to be deserved. This future was bought for us 
by the dead, millions of them, the innocent who suffered for 
the guilty, the young men who perished for the old, the soldiers 
and sailors and flyers who died for the civilians. Not one of 
us who lives today holds his life but by the ransom of other 
men’s blood. Every meal we eat, every night we sleep in peace, 
every expectation we entertain for our own futures or those 
of the children, every comfortable breath we draw — these we 
owe to the myriads of the dead who died untimely. 


From this day forth how can any man’s life belong to him- 
self? No man’s life ever did, if it come to that; since most of 
what makes our lives of any worth is the heritage we derive 
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remains to be fought for, worked for, properly organized, from ages past and the legacy we bequeath to coming genera- ag 

/ worthily used; but at least we have one, and that is more than tions; but in epochs of seeming tranquillity like the 19th cen- — 
we could be sure of between 1940 and 1944. It was a close tury, such debts become overlaid with forgetfulness and 

N squeak. The plot nearly succeeded —to rearm, to mechanize blurred by preoccupation with personal ends. Men come to M 
warfare thoroughly, to invent new methods by resort to un- look upon their lives as their own, to be spent as they please, hen 
heard of ruthlessness, to break faith and every law of human wasted if they choose —in any case, to be lived unto them- d 

4 decency, —— and do it suddenly, in a surprise attack which selves. From this day forth no man of conscience any longer io 
would so concentrate mechanized power as to enable the plot- lives to himself alone, nor for his family, nor his business, nor 

\ ters and their successors to dominate whole continents for a his class, nor his nation alone. We the living have cost too 08.0% 
millennium, — the plot was so monstrous that normal hu- dearly in. the blood of the dead to hold our lives so cheaply. 

/ manity did not believe it when they were told outright, and i 


could not believe it was intended until it was being done. Then 
it was almost too late. “It has been a damned serious busi- 
ness.” 

What would life have been worth if the Fascist plot had 
succeeded? It was an assault on free intellect. The advance 
of mankind on this planet might have been halted for centuries. 
Even if Axis aggression could have been warded off from this 
North American continent, an undefeated Germany in control 
of Europe would have meant generations of struggle, uneasy 
respites if any, and the depression of all standards, from 
standards of living to standards of thought. Some of this has 
happened as it is. 


So we have been given another chance. Perhaps that is the 
most that can be said for us in the present posture of events. 
Twenty-seven years ago we had such a chance and threw it 
away. We need scarcely expect a third. The penalty of not 
having combined against the Axis in war would have been 
death. The penalty of not reaching agreements for the peace- 
able government of this earth is the same. 


Let us then, on this day of thanksgiving, raise two altars: 
one to the dead who still live among us in their deed of liber- 
ation, the other to those still living who must yet die in Asia. 


UNCLE DUDLEY. 


The Boston Globe 


/ VORNING EVENING SUNDAY 


UnciLe Dubey 
/ Since 1891 Unele Dudley has signed the clear, com- 


\ mon-sense editorials of the Boston Clobe. Not only 
\ does He express the policies and reflect the charac- months to come. Readers have written for thou- 
ter of the Globe but he consistently strikes a re- sands of reprints and requests are still arriving 


/ sponsive chord with his readers as well. daily. 


len 


Readers of The Boston Globe on Sunday, May 13, 
were quick to sense that this Uncle Dudley editorial 
contained a message of unusual importance . . . one 
that they would want to read and re-read for 
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McCALL-MACY PAPER PLUG—R. H. Macy & Co., New York, recently de- 
yoted a window to this waste-paper salvage display built around a McCall's 
td emphasizing the importance of saving miscellaneous small papers and 
wrappings, and prometing the use of home balers. The display will be shown 
in other department stores throughout the country. 


IGNS FOR BROADCASTS—Sam Breadon, seated, president of the St. Louis 
ardinals, signs up for his part in the Griesedieck Bros. Brewery sponsorship 
Hf broadcasts of baseball games of the Cardinals and Browns. Standing, 
ft to right, are: Kenneth M. Parke, commercial manager, WIL; Donald M. 
barnes, president of the St. Louis Browns; Edward J. Griesedieck Jr., assistant 
p the president of the St. Louis brewery; Charles E. (Gabby) Street, an- 
puncer; Harry Caray, announcer; Raymond W. Peters, secretary-treasurer, 
Griesedieck, and Harold W. Neusitz, ad manager of the brewery. 


More Sunshine Makes a Difference 


and so does this! 
mee 
REBLED , 
es vitamin D 1s I _— 
NOW ee - oe 2 P . 


yr CARNAT LON WILK= rt ig ie 


# SUNSHIN 


in YO 


2S Carnation Milk 
MILK’ aon ” 
— 


NOUNCES VITAMIN STEP-UP— Announcement by Carnation Co. of 

P in reased nutritional value of Carnation milk is this full-color page which 

Peeed in the June 4 Life. "Contented Hour" listeners will hear about the 

mg: on the NBC program, and doctors will be reached through medical 
journals. Erwin, Wasey & Co., Chicago, is the agency. 
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Dodge division of Chrysler Corp., 


UR BOYS RORY WANT THANKS © + + TOHW WANT GUIS, SHIPS, PLANTS, TANKS 


BOND SELLER—17 national magazines 
carry this color ad in which Glenmore 
Distilleries Co., Louisville, subordinates 
its Kentucky Tavern to the 7th War 
Loan message. D'Arcy Advertising 


Co., St. Louis, is the agency. 


DISCUSS PROGRAM—Carl Smith, ad- 
vertising department, Shell Oil Co., 
New York, and Russell Leander, presi- 
dent of Chicago Show Printing Co., 
look over the current point-of- sale 
program for Shell. The program, han- 
dled by the Chicago firm, emphasizes 
the sale of allied products and services. 


The New Gureka 
Cordless Glectric Iron 
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NO STRINGS—First advertisement to 
appear 
Cleaner Co.'s new cordless electric 
iron is this full page appearing in 
McCall's and The Saturday Evening 
Post. Geyer, Cornell & Newell, New 


promoting Eureka Vacuum 


York, is the agency. 


a can dream, 


Tina, Leser  frapes a Crestivesed of Enka Rayan rie tf 


BLACK-AND-WHITE—This glamorous couple posing by the sea shows off this 
year's swim suits of jersey fabric for American Enka Corp., Enka, N. C. The 
ad, appearing in The New Yorker, was placed by Carl Reimers Co., New York. 


FOLLOW - UP —This poster design by Walt Disney, for Van de Kamp's 
Bakeries, went on display on V-E Day throughout southern California. It is a 
sequel to the “One Down" poster which appeared after Italy's capitulation. 


AT BLUE'S OPEN HOUSE—Having a good time at a party opening the 
new offices in the Civic Opera building, Chicago, for the sales and sales 
promotion departments of the American network are, left to right: Jack 


Finlay, Aubrey, Moore & Wallace; Marilyn Bryon, Blue promotion; Jack 
Moore, Aubrey, Moore & Wallace, and E. R. Borroff, vice-president of the 
Blue's central division. 


PRECURSOR OF NATIONAL CAMPAIGN—This four-color poster, first to carry a strong flavor of product advertising by 
is appearing near the Dodge main plant, and is scheduled for early posting by approxi- 


mately 1,400 Dodge dealers. Ross Roy, Inc., Detroit, is the agency. 
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... and think for a moment who these 
boys might be. Maybe you knew them. 
A son—a brother —or that neighbor’s 
boy who played with your kids. 


They'll never come back, but you 
can help save the lives of thousands of 
other boys by investing your extra 
dollars in War Bonds today 


@ Money invested in War Bonds isn't a gift. The 
money is still yours, and it earns interest while 
helping to win the war. ...But the time now has 
come when you are asked to buy bonds in amounts 
that will be a severe sacrifice, if only a temporary one. 


The Seventh War Loan Drive must do the work that 
two big drives did last year. The need is urgent. 
Your quota is stiff. It bas to be. The job yet to be 
done is stiff. 

And the cost will be stiff—in blood and money. 
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